1950 


NRCA 


d0th 

ANNUAL 
INTERNATIONAL 
CONSUMER 


JUNE 12,13,14,15,1950 
HOTEL NETHERLAND PLAZA 
CINCINNATI, OHIO 





STANDARD APPLICATION FORM 


HE sale of over four hundred thousand during the past year is con- 
clusive testimony of the popularity of this form. Increase the efficiency 
of your department by ordering a supply immediately! 


+ 


The actual size of the form (reproduced below) is 6 inches by 9 inches. 
Printed in one color. Blocked in pads of 100. Prices: 100, $1.00; 500, $4.00; 
and 1,000, $7.00. Postage is extra 


NATIONAL RETAIL CREDIT ASSOCIATION 


Shell Building St. Louis 3, Missouri 


' 
° 
8 
% 
® 
Soll 
cs 
oe 
5 


every detail... spaces for all needed information 





Saaquiaul ano jo JeAoadde ay} YIM PoUssap °°“ 


+ + 





NOW! Layaway, 


Time Payment Accounting 
in Half the Time... 


with NO Transcription Errors 


More speed and greater accuracy, as you know, don’t usually go 
together. That's one of the important reasons why MULTI- 
POSTER is such good news for you. 

Here's how Multi-Poster gives you both: With Multi-Poster 
in your cashier cages or on a counter, you write the entry onl) 
once —on either your receipt o1 ledger form. Multi-Poster gives 
you carbons, correctly aligned, on the other form and on a 

journal tape too. You can figure ior yourself 
the substantial savings in time you'll make 
when one writing takes the place of three. 
(nd you can’t make transcription errors— 
for there is no transcription! 

You ll speed customer scrvice too, and 
build good will, with Multi-Poster. Rush 
the coupon today for full information on 
this simple, low-cost accounting device. 

P.S. Multi-Poster uses the popular 6x81,” 
ledger sheet; other sizes also. Often your 


present ledger sheet can be used. 
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REVIVED BY REQUEST 


THESE FIVE stickers were discontinued from our standard series, 
but were reinstated at the request of many of the previous users who 
praised their effectiveness. 

YOU TOO can use the four collection ‘‘persuaders’’ shown below to 
cut your collection costs. These polite reminders speed up collections 
amazingly because with them you can start the collection process ear- 
lier. The inactive sticker, also shown below, builds sales and good will. 


SINCE MOST debtors are 
honest, the messages on these 
stickers carry an appeal that 
produces results. Repeat or- 
ders confirm this fact. 


OVER A MILLION a year 
have been used by members! 
If you are doubtful, order a 
supply right away and be con- 


The promptness 
with which you 
have paid your 
account is appre- 


ciated. We hope 


you will use it 


vinced. Shown actual size, cages 


they are printed in two tones 
of blue on white gummed pa- 
per. Order from your Credit 
Bureau or National Office. 











Please] 


NOW that we've 
reminded you, 
won't you send 


Just to 
Remind You-- 


) that this account 


of the Month 
Is the Merchants’ and 
verti Fg sean «+ ton Professional van 
overlooked and } please? j Pay Day! 
we'll appreciate } ; Thank You! | Paying bills prompt- 
ood 


we remittance. ly maintains a g 
Thank You! | credit record. 
































ONLY $22.50 4 THOUSAND 
Assorted $3.00 a Thousand 


CASO 


NATIONAL RETAIL CREDIT ASSOCIATION 
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in keyboard operation 
in paper handing 
In altfomatic features 


Compact typing-computing keyboard 
that speeds operation; new and improved 
features that speed paper handling; a 
score of automatic features that reduce 
manual effort put this Burroughs in a 
class by itself when it comes to speed and 
ease in handling accounting work. 


It's a versatile machine, too, that will 
handle a// your accounting —customers’ 
accounts, vendors’ accounts, payroll, 
quarterly and annual government re- 
ports, stores ledger, cost ledger, general 
ledger, account analysis . . . that posts 
any record or any combination of related 


records complete in one operation! 


Let us show you how this one-machine 
accounting system can speed your ac- 
counting work, cut your accounting 
costs. Call your local Burroughs office, or 


mail the coupon. 





Ask fo see this portfolio! 


@ For the complete story on this remarkable complete 
Burroughs Typewriter Accounting Machine. . . 

for the complete story of its work onthe common accounting 
and not-so-common accounting records of 
business, just fill in and mail the coupon. 


records 


BURROUGHS ADDING MACHINE COMPANY 
Detroit 32, Michigen 


I would like to see your new portfolio “Complete Ac- 
counting Records— All Prepared On One Machine.” 


NAME 


STREET AND NUMBER WHEREVER THERE'S BUSINESS THERE'S 


CITY AND STATE _ Burroughs 
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SOQRmMOOOOOO*D,- 
Official Notice 


To All Members of the National 
Retail Credit Association: 


You are hereby notified that the 36th 
Annual International Consumer Credit 
Conference of the National Retail Credit 
Association will be held in the city of 
Cincinnati, Ohio, June 12, 13, 14, and 
15, 1950, for the election of officers and 
four directors at large, and the ratifi- 
cation of directors elected by the respec- 
tive districts, also the installation of 
officers and directors and the transaction 
of such business as may properly come 
before the meeting. 

Officers Whose Terms Expire: 

President, R. T. Schatz, Washington 
Water Power Co., Spokane, Wash.; First 
Vice President, C. E. Wolfinger, Lit 
Brothers, Philadelphia, Pa.; Second Vice 
President, Royce Sehnert, The Wichita 
Eagle, Wichita, Kan., and Third Vice 
President, F. Wm. Johnson, Neiman- 
Marcus, Dallas, Texas. 

Directors’ Terms Expiring in 1950: 

The terms of the directors for Dis- 
tricts 8, 9, 10, 11, 12, and 13, and four 
directors at large expire at the Confer- 
ence. The directors elected by Districts 
8, 9, 10, 11, 12, and 13, will be ratified 
and installed for two year terms and the 
four directors at large will be elected 
and installed for two year terms. 

L. S. CROWDER 
General Manager-Treasurer 


ttest: 
ARTHUR H. HERT 
Secretary 


A 


ANEW 


STICKER 


that your unpaid account, if en- 
tered against your record in the 
files of the credit bureau, may 
jeopardize your credit standing? 

The National Retail Credit As- 
sociation, of which we are a 
member, is an international or- 
ganization and in the files of its 
affiliated credit bureaus are main- 
tained accurate, up-to-date rec- 
ords on millions of credit cus- 
tomers. 


@ PLEASE protect your credit 
tanding 


A new sticker, the wording of 
which should influence chronic 
slow-paying customers to mend 
their ways. Tied in with N.R.C.A. 
membership and Bureau affilia- 
tion, it will command attention. 


Only $250 2 thousand 


National Retail Credit Asseciation 
Shell Building , St. Louis 3, Me. 





Credit Ratings ... In Writing . . . In Seconds! 


H UNDREDS of retail stores through- 
out the country rely on the TelAutograph 
Telescriber System of handwritten com- 
munication to procure direct ratings from 
their local credit bureau. 


When a customer wishes to open a 
charge account, she is offering her steady 
patronage to the store you serve. To 
begin this relationship pleasantly, you, as 
credit manager, must obtain accurate 
credit information rapidly, confidentially. 
Your TelAutograph Telescriber System 
assures this prompt action. A credit re- 


quest written on your TelAutograph tele- 
scriber is instantly reproduced—in the 
sender's own handwriting—on the tele- 
scriber receiver in your local credit bu- 
reau. The ratings requested are tele- 
scribed from the bureau to you in the 
same manner. Initials of sender and time 
of transmission appear on all messages. 

A TelAutograph Telescriber System 
adapted to the particular needs of your 
credit department, will speed up rating 
reports, eliminate confusion and misun- 
derstandings. Write for literature to 
Dept. W-2. 


CORPORATION 


16 West 61st Street, New York 23, N. Y. 


Handwritten Messages Deliuer Themselues... While You Write” 


Please Mention The CREDIT WORLD When Writing ¢ 








Credit Information—Part of Your Credit Problem 


ROBERT S. HANCOCK, Instructor in Credits and Collections, University of Illinois 


ERCANTILE and retail businessmen recog- 

nize that credit selling is one of the many 
ways to boost sales volume. Credit transactions 
have for many years aided businessmen to realize 
profits, and this method of carrying on business 
became essential and customary as commerce 
pushed itself over wide geographical areas. 
Further, this new medium of exchange was an 
essential element to the success of mass production 
and mass distribution. Credit, as an additional 
selling aid, tends to lessen competition by increas 
ing the size of the sellers’ potential market which 
then includes not only cash customers but also 
many credit customers, thereby increasing the 
sales volume and remunerative business. Hence, 
with the incentive toward a greater profit which 
credit offers, it is no wonder that businesses have 
utilized this type of aid to such an extent that the 
greater proportion of all commercial sales are 
credit sales, and a substantial proportion of all 
retail sales now involve credit. 

Need for Scientific Credit Knowledge: However, to 
be successful in the credit field, creditors must. select 
customers who pay their bills. Successful creditors, in 
order to improve the quality of credit accepted and to 
assure a more profitable relationship, attempt to minimize 
the risk on one hand and establish a basis for confidence 
on the other. Unfortunately for creditors there has been 
little scientific progress toward the elimination of un 
certainty or risk caused by the time element in a credit 
transaction. But confidence, based upon past and present 
facts, soundly obtained and appraised can remove some 
uncertainty 

To remove the uncertainty inherent in a credit trans 
action, the creditor needs facts. To gather the essential 
facts a credit investigation must be conducted which will 
provide the creditor with sufficient information bearing 
upon the subject. It is desirable that credit men con 
scientiously gather information on the debtor’s character 


capacity and capital. Credit information which is 
properly analyzed and applied can assure credit being 
accepted with rational and sound judgment. Without 
idequate credit information, gains that are expected to 
result from the debtor-creditor relationship may be dis 
appointing or losses may occur if the credit sale is based 
upom someone's poor credit judgment. It does not neces 
sarily follow that losses will always occur if creditors 
accept credit by the “hit or miss” method. But, it is 
believed that there is a correlation between the quality 
and amount of credit information and the number and 
amount of bad debt losses. 

Credit Risk Appraisal: Credit information alone is 
not sufficient to create a credit decision which is based 
upon rational and sound judgment. ‘The accurate in 
terpretation of the facts gathered by the credit man is the 
other essential requisite to assure, with a minimum of 
uncertainty, a profitable business relationship. Each 
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credit risk must be considered as an individual problem of 
analysis and interpretation for the creditor. This is 
true because credit risks have no fixed value, and the 
range of risk will have great variation. Also, creditors 
have no fixed standard of acceptability, and the standard 
of the individual concern will fluctuate for several 
reasons. Perhaps the most prominent factor causing 
fluctuations in the house standard is the personal opinion 
of the credit manager. Despite the variation in credit 
risks and the fluctuations of the house standards, all 
creditors, whether mercantile or retail, are interested in 
a reasonably certain affirmative to the questions: “Can 


the customer pay?” and “Will the customer pay? 


” 


The key to ascertaining the solution to the above 
queries lies in the creditor’s ability to recognize what he- 
has to know. In other words, the credit man should ask 
himself, “What must I know before I accept or reject 
this credit risk?” The probability that a prospective 
debtor's promise of payment will be fulfilled can usually 
be evaluated prior to the acceptance of the customer's 
credit. Whether the evaluation is for mercantile or retail 
credit purposes, the factors of a credit risk appraisal are 
generally the same. They are: character, capacity, 
capital, conditions and collateral. With these five factors 
evaluated as accurately as possible, and supplemented to 
some extent by the creditor’s personal opinion, a basis 
for the customer’s credit standing is established. Per 
sonal opinion is brought into the analysis when accurate 
evaluation of the factors can be carried no further. 

Character is the aggregate of those distinctive recog 
nizable moral qualities belonging to an individual or 
concern. It is the least tangible factor and is, therefore 
dificult to appraise. But, it is the most stable factor 
with which creditors will be confronted. Changes and 
variations in the other four C’s will seldom have impli 
cations upon a subject’s character. Because it is an in 
tangible quality, no answer can be found to the question 
as to how it can be appraised. At best, a credit man can 


attempt to learn everything possible about the past an 


| 


present life and record of the prospective customer. An 
then, by applying these findings, along with other factors 
determine if there are sufficient favorable qualities to 


create the confidence essential to accepting the risk. 


Capacity Is an Intangible Factor 

Capacity, as well as character, is an intangible factor, 
but does not maintain as stable a position as does charac- 
ter. Changes in conditions, capital and time bring about 
variations in the capacity of an individual or firm. From 
the standpoint of retail credit, capacity is measured by 
ility to hold his 
position, or the efficiency with which he conducts his 


one’s ability to pay his obligations, the ab 


personal and business affairs toward profit. From the 
standpoint of mercantile credit, capacity is the ability of 
a concern to operate at a profit. It embraces both the 
mental and physical powers which make up the abilities 
of management or the business to operate efficiently. 
Capacity is the means of future payment, while character 
is the will to pay. 





Capital is the financial strength of the risk measured 
in dollars and cents. It is usually an accumulation of 
assets over liabilities which have resulted from the work- 
ings of mental and physical capacity. Creditors include 
capital as a factor of appraisal because it is in part a 
guarantee that the indebtedness can be absorbed when 
other available means become nonexistent. Therefore, 
the amount of capital will be important to creditors in 
determining individually their probable share, if capital 
holdings are called upon to satisfy the creditors’ claims. 

Business trends also affect the prospective debtor's 
ability to pay. Thus, conditions are considered an ¢s 
sential factor in the appraisal of credit. Fluctuations in 
business (whether of seasonal or cyclical variations) and 
secular trends are likely to affect either the certainty of 
capacity or the value of capital. Conditions will cause 
the credit appraiser to either raise or lower his standards 
of acceptability inversely to the trend. 

The fifth C, collateral, is often used to add additional 
support to the prospective debtor’s offer of his credit. 
Collateral is either some tangible item of value or capital 
holdings which may be pledged to supplement either a 
deficiency in character, capacity or capital in order to 
raise the credit to a standard of acceptability. 

Sources of Credit Information: Credit information, 
like the use of credit, developed out of the needs of busi 
nessmen whose areas of trade expanded with the widen 
ing frontiers. A century ago, or even less, there was a 
remote possibility of securing organized and factual data 
on a customer. Credit decisions were made by the “hit 
or miss” method. Terms were long, the relationship 
was often a personal affair, and some credit transactions 
were based upon references furnished by customers. 
These methods of business operation resulted in large 
credit losses which had to be offset by greater profit 
margins. 

The impetus for the development of organized sources 
of credit information grew out of the uncertainties and 
losses experienced during the panic of 1837, and con 
sequently, the rapid changes in the economic structure 
which complicated and expanded trade. For manu- 
facturers and suppliers, an increase in the use of credit 
as a medium of exchange was essential to cope with the 
wider geographical areas. For retailers, additional func- 
tions added to the complexities of their method of opera 
tion and in turn created a demand for credit, which was 
further complicated by the vast movement of people. 
This meant that no longer could credit judgment be 
based upon personal relationships, nor could adequate 
information always be gathered in the immediate vicinity 
of the creditor. 


Organized Credit Reporting Service 
Side by side with the rapid economic development, 
there evolved a network of organized mercantile and 
retail credit reporting to eliminate some of the major 
uncertainties of trade. ‘Therefore, credit judgment to- 
day is a more logical and a quicker procedure regardless 
of the customer's location. The barriers of distance have 
been broken down, making it possible for a merchant to 
trade as safely with customers in remote parts of the 
country as with those situated close at hand. 
The sources from which credit information may be 
drawn are numerous. Specific mention of particular 
sources need not be elaborated upon because all credit 


men are familiar to some extent with the local sources 
available to them, or sources which are of assistance in 
evaluation of a credit risk. A credit man may wish to use 
several sources or to vary the use depending upon his 
judgment of the particular needs of his firm. An experi- 
enced and resourceful credit man will have no difficulty 
in selecting the most suitable combination of sources to 
supply useful data, quickly, economically, and accurately. 

Internal, External: Commercial, Non-commercial In- 
formation: The sources of credit information are usually 
classified as internal or external. The internal sources 
include information which is available within the credi- 
tors firm such as, the credit manager's personal knowl- 
edge, the accounting record of the subject risk with the 
External sources include 
mercantile agencies, local credit bureaus, banks, trade 


house, interviews and so on. 


association credit services, attorneys, public records, credit 
references and so on. 


Sources of Credit Information 

It will be readily seen that the sources of credit infor- 
mation are not only internal or external, but that they 
are also commercialized or non-commercialized. The 
commercialized sources are: the mercantile agencies, 
trade association credit bureaus, investor's manuals and 
services, and the local and national retail credit reporting 
bureaus and companies. That is, an organization which 
has as its dominant function the supplying of credit 
information in return for some type of compensation 
may be termed a “commercialized source of credit 
information.” 

On the other hand, it is obvious that none of the 
internal sources of information are commercial ventures 
in themselves and are by their nature non-commercial. 
Vhe credit manager’s personal knowledge, the record of 
the subject with the house, interviews and so on are 
the result of an incidental function which in part con- 
tributes to a principal activity. Several of the external 
sources are also non-commercialized such as: banks, 
attorneys, references, and other creditors who are often 
willing to supply credit information for the benefit of 
the credit structure, or because of reciprocity, custom, 
courtesy or informal compensation. Most of the non- 
commercialized sources are available to all credit men 
on a “more or less” equal basis. The amount of infor- 
mation secured from these sources will depend upon the 
type of business activity, the creditor's contacts, and the 
efficiency of the credit department. 

Theoretically, any credit man can obtain all the facts 
he desires from a non-commercialized source of credit 
information. He can check the customer’s record with 
the firm; he can inquire about the customer's character 
through references; he can use his own judgment or tap 
any other “free” source. Practically, however, this prac 
tice results in accepting or rejecting credit without 
adequate information. Even the poorest credit risk can 
keep his record clean with the limited non-commercialized 
sources. Even more important to all credit managers 
is the fact that they are too busy dealing with the other 
problems of the business to become expert credit investi- 
gators. Therefore, the non-commercialized sources are 
best utilized when regarded as a supplemental type of 
credit information. The credit man may wish to use 
one or even several of the non-commercialized sources, but 
should not fail to recognize that it augments and compli- 
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ments the purchased information which comes to him 
from a storehouse of credit facts. 

Of all the sources of credit information available to 
the credit analyst, the most extensive are the reports of 
the commercialized organizations. They have as their 
major purpose the gathering and reporting of all types 
of information which affect a firm’s or a person’s charac- 
ter, capacity and capital. This perhaps accounts for the 
fact that they are also the most frequently used sources. 

Surveys of Credit Managers: In a credit manager's 
opinion survey conducted by the author among successful 
credit granters, it was revealed that 100 per cent of the 
replying manufacturers, wholesalers and retailers were 
subscribers or members of a commercialized source of 
credit information. The survey further revealed that a 
large proportion of the respondents were subscribers to 
or members of more than one credit reporting service. 
A very small percentage of the mercantile creditors used 
only one of the commercialized sources, while 84 per cent 
of the manufacturers and 91 per cent of the wholesalers 
used two or more of the services. On the other hand, 
61 per cent of the retail creditors found adequate infor- 
mation supplied by virtue of their membership with only 
one commercialized source (local retail credit bureau), 
the remaining 39 per cent were using two or more pur- 
chased sources. 

An experienced credit man will not lose sight of the 
fact that the quantity and quality of credit information 
have a direct bearing upon his credit judgment which 
affects business health. The sources of credit information 
are sO numerous and varied that there can be developed a 
systematic method for gathering information which is in 
line with the size, budget and needs of most businesses. 
Some creditors pick up miscellaneous credit information 
here and there which is neither organized nor pertinent 
to the facts required. Often this results in an accumu- 
lation of poor information which contributes toward a 
poor credit decision. 


Chart 1. Types of Credit Information Considered 


Most Valuable by Credit Executives 
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Most Valuable Types of Credit Information: It has 
not been indicated in the preceding discussions what type 
or types of credit information are the more valuable. 
The author in an effort to also determine the solution to 
this question conducted an opinion survey which is re- 
ferred to above. The credit managers surveyed were 
selected without regard to their geographical location or 
trade line; they were selected on the basis of their con- 
tributions, success and interest in the field of credit work. 
Thus, it is believed that for the most part the sample 
was made up of the “above average” credit manager. In 
all, 572 credit men were surveyed, made up of 371 
mercantile credit men and 201 retail credit managers. 
Slightly more than 61 per cent or 349 of the 572 credit 
men sampled responded to the survey. On the basis of 
the selection described and with the high percentage of 
returns, there is sufficient evidence to warrant the belief 
that this has resulted in a much better sample than one 
drawn from the universe. Thus, the “stratified sam- 
pling” technique which improves the accuracy of sampling 
results should be considered in evaluating the charts and 
discussion which follows. All of the opinion survey 
forms requested and brought forth much more data than 
are analyzed and presented in this brief discussion. Con- 
sidered here are the results of only two questions. 

Chart 1 shows the relative standing of the various 
types of credit information. The chart is the result of 
credit managers’ responses to the question, “In your 
opinion which type of credit information is the more 
valuable from the standpoint of the credit manager? 
(Please rate only those you consider more important; 1 
most important; 2, second most important; 3, etc.).” 
Because it is believed tha: no one type of credit infor- 
mation can fully evaluate a credit risk, it seemed logical 
to permit the grading of several, or a combination of 
types of credit information. Therefore, the respondents 
had the option of grading more than one type of infor- 
mation. 


The chart shows the various types of credit 
data graded by the responding credit managers. 

By reviewing Chart 1 it will be noted that credit 
managers believed certain types of credit information 
were more important than others, and also that the 
mercantile creditor's opinions were in contrast to those 
Mercantile creditors 
graded in this order: character, payment record financial 
statement, past experience and history and antecedents as 
the five most important types of data. While retail credit 
men believed that payment record, character, past experi 


of the retail credit managers. 


ence, history and antecedents and the personal interview 
were the five most important types of information. Ob- 
viously, financial statements were not considered im 
portant by retail creditors because their credit decisions 
are seldom based upon this type of financial data. It 
is interesting to note that the personal interview is rela 
tively important in mercantile credit judgment although 
not of primary importance. It will further be noted that 
rating books, credit manager’s judgment, resources, 
opinions of investigators, and identity play a minor role 
in creating confidence essential to the acceptance of credit 
risks. 

Selecting Sources of Credit Information: In an effort 
to obtain an estimate of the more important factors which 
influence credit men in their selection of a particular 
source of credit information, the following question was 





posed: “In your opinion what factors would influence 
you most importantly in your selection of a particular 
source of credit information? (Please rate only those 
you consider more important: 1, most important; 2, 
second most important; 3, etc.).” 

Factors Influencing Sources Selected: Chart 2 shows 
the relative standings of factors which influence mercan- 
tile and retail credit men in selecting sources of credit 
information. Here again will be noted the similarities 
and differences in the opinions of mercantile and retail 
credit managers. Like mercantile credit men, retail 
creditors place much emphasis upon accuracy, content of 
reports, speed of reporting and trade coverage. However, 
in contrast to the opinions of mercantile credit men, the 
retailers believed that speed of reporting was of greater 
value to them than the content of reports. Some of the 
contrasting opinions may be accounted for by the fact 
that a large number of retail credit clearances are handled 
by telephone and because retail customers frequently dis- 
like delays incident to the receipt of their purchase. 

It is interesting to note that rating books do not seem 
to be among the most important factors which influence 
credit men, although some credit reporting services lay 
great stress upon this factor as contributing to the needs 
of creditors. Rating books are only infrequently used in 
retail credit work and this way may explain their rela- 
tively poor standing. It is encouraging to note that 
mercantile credit managers do not generally place empha- 
sis upon the cost of credit information. If a higher cost 
of the service is necessary to bring about those things 
demanded by mercantile creditors, it would seem to be 
an advisable step to take. Cost of service is of more 
importance to retailers and this may be explained in part 
by the more limited budgets of the retail credit depart- 
ments. The remaining factors, geographical coverage, 
variety of reports, and number of reports are evidently 
of little significance. 

Significance of the Study: An analysis of the more 
important types of credit information and factors desired 


Chart 2. Factors Which Influence Credit Executives 
in Selecting Sources of Credit Information 
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of the sources of credit information can serve a twofold 
purpose. First, the findings may be used to indicate 
where improvements in the various types of credit infor- 
mation services can best be brought about, and second, 
the findings can be applied by alert future credit men and 
women to the most important characteristics of credit 
reporting. 

Although any study of this type is largely exploratory 
rather than conclusive, there remains the fact that certain 
types of credit information contribute more to sound 
credit judgment than others. For instance, by referring 
again to Chart 1, it is foand that retail credit men gen- 
erally regard the paying habits of consumers to be the 
most important type of credit information. What the 
thoughts of the retail respondents were when they rated 
payment record may be a futile guess. But it is believed 
that some of the emphasis which has been placed upon 
character and reputation appraisal has resulted in at- 
tempts to measure an immeasurable factor and may be 
misleading to some students in credit work. 


It is not intended to indicate that character is not a 
valuable type of credit information, but it is thought 
that payment record is more easily appraised and has 
equally far-reaching results. The inability of a large 
number of retail customers to pay their obligations would 
have a drastic affect upon any firm. The importance of 
the retail customers’ paying habits lies in the fact that 
they serve as the ultimate link in the entire credit struc- 
ture. The wholesaler carries the credit of the retail 
merchant, the manufacturer carries the wholesaler, and 
so on throughout the commercial field. It is only when 
the retailer has been able to collect his bills from the 
ultimate consumer that he can liquidate indebtedness to 
the wholesaler, and only then can the wholesaler pay 
the manufacturer, bank or other lending institutions. 
An attempt to liquidate indebtedness without sufficient 
income from debtors eventually will jeopardize the capital 
or net worth position of a firm to the disadvantage of 
interested creditors. The effects of improper credit 
granting fall, in the first instance, upon the retailer. It 
is the retailer whose position is first reflected in the 
general business structure and financial stability of an 
area. Hence, retail credit men in selecting payment 
record as the most important type of credit information, 
and mercantile credit men rating it almost equal with 
character are basing the position of their individual 
activity, their community, and the over-all business struc- 
ture upon something which can be rationally measured 
more adequately than many other types of credit infor 
mation something that will contribute to sounder credit 
judgment. 

Credit Information and the Credit Structure: From 
the standpoint of any creditor, this article has been con- 
cerned with a portion of the “credit problem.” Obvi- 
ously part of this problem is to obtain an accurate evalu 
ation of the credit risk in any given situation based upon 
a credit investigation which supplies factual data. Analy- 
sis based on factual data will enhance the development of 
credit accounts that are founded only upon sound and 
rational judgment. The other phases of the “credit 
problem” are the adaptation terms, control of the ac 
count after credit has been accepted, and the prompt 
collection of all accounts. 


(Turn to “Credit Information,”’ page 11.) 
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60,000 Hours a Day 


J. B. MORELAND, Chief Clerk, Southern Union Gas Company, Austin, Texas 


HE AMOUNT of time spent daily in Austin, 

Texas by those engaged in credit work is estimated at 
about 60,000 hours. The credit department in any type 
of business, large or small, is important. For many 
years management looked upon the office as a necessary 
evil. During the past few years management has come 
to realize that an efficient credit office has a highly im- 
portant part in successful business operation. At present 
there are over 26,000 firms associated with the National 
Retail Credit Association. These represent every type 
of business and the membership is growing steadily. This 
indicates that management is aware of the important 
place credit executives now occupy. If it were not so 
the Association would not be showing a tremendous in- 
crease in membership each year. 

Under present-day conditions it is hazardous to at- 
tempt to make predictions even six months to a year in 
advance. No doubt quite a few economists today are 
cautious in their predictions. It behooves each of us to 
always be on the alert. We should strive to know the 
what, where, why and how of each problem. If we do 
we will have more effective operations in our offices. 

There are three fundamental objectives in the success- 
ful operation of an efficient credit office: 1. interviewing 
credit applicants; 2. credit sales; and 3. credit itself. It 
matters not the color of the hen that laid the egg as 
long as we get the egg. This adage does not, of course, 
apply to our credit work but we must be cautious in 
extending credit lest we get too many bad eggs. 


First Requisite of Interviewing 

The first requisite in interviewing a credit applicant 
is to have a proper place in which to conduct the inter 
view. It should not be conducted as a public hearing 
even though the prospective customer may not complain. 
It behooves every business to make sure that interviews 
can be held at least semi-privately, thus avoiding a bad 
beginning. The offices for interviewing are just as im 
portant as other departments of any business and deserve 
to have a suitable location. The impression which the 
prospective customer gains during the interview will be 
lasting; consequently all possible consideration should be 
given to seeing that the best is offered. We should 
remember the often repeated saying, “Our customers 
are the most important persons to enter our doors.” 

A second important point to remember is to have the 
applicant feel at ease. The interviewer should possess 
a pleasing personality and be capable of handling people. 
In conducting an interview, there is certain fundamental 
information required. If we fail to put the applicant at 
ease, we may be defeating the objective for which we are 
striving. We should conduct a casual interview and try 
to place ourselves in the same position as the applicant. 
This procedure should be helpful in securing the neces- 
sary information. Also, it is important to conduct the 
interview in a tactful way. If questions are asked in a 
manner which will cause the applicant to feel that we 
want an approximate estimate, he may give the exact 
information. If the applicant is hesitant to answer a 
question during any part of the interview, by all means 
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do not offend him by trying to force an answer and if 
necessary, omit a few questions. 

After completing an interview we should try, to the 
best of our ability, to show our appreciation for the 
opportunity of being able to serve. This additional 
courtesy shown an applicant will tend to personalize our 
interviews. By so doing we will definitely strengthen 
our chance to better public relations. Public relations 
can be termed community building which should be a 
business builder. 

Our first concern should be, as always, that a cus 
tomer’s problem is our problem. We cannot overstress 
the importance of employee training in seeing that every 
employee is sales minded. This applies to laborers, 
servicemen, office help and top management. If all per- 
sonnel is well informed in both credit and sales policy, 
better operating conditions will be automatic. 

Care will need be exercised, especially now, in seeing 
that a customer does not over buy or that accounts are 
not pyramiding. When this condition should occur or 
exist, more than likely our operating costs will be higher, 
bad debt losses greater and collections much slower. 
This condition will, however, be applicable to only a 
small percentage of accounts. 

I doubt that we will have reason to sue on an account 
or repossess except in rare instances. Even though our 
accounts will need closer supervision from both credit 
and sales standpoint, we must be diligent in appraising 
applications for credit sales. We must strive to keep 
accounts in as near liquid condition as possible, which 
will be of mutual benefit to all concerned. 

Salesmen in all businesses need to feel a responsibility 
to the customer and company. This feeling cannot be 
had unless they are sold on their products and firms 
represented. Frequently when making a sale, the sales- 
person is over zealous in trying to close a sale. This 
zealousness at times will cause the salesman to overlook 
mentioning the most important part of a sale which is 
satisfactory service. He should sell service, quality 
products and efficiency and not emphasize or sell terms. 
The prospective purchaser should be made to feel the 
future can be approached with confidence and assurance 
in knowing full value will be received. 

A successful merchandising program will be greatly 
enhanced if our salesmen have the following in mind 
when making sales: 

S-incerity of purpose. 

A-lertness to ideas and approach. 

L—oyalty to the customer. 

E-ffective presentation with a full and true story. 

S—ervice, sell service, service, service. 

We must be diligent in pursuing all prospects and 
make it our primary business to see that the proper sales 
story is told. We should never let our sales program 
become penny wise. It is mandatory, at all times, to 
beware of the “gremlin.”” Wholesale competition in our 
activities relating to merchandise sales should be wel- 
comed. If this attitude is accepted, we invariably acquire 
leadership by being a good follower. 





Credit policies vary greatly between individual busi- 
nesses. For any credit policy to be of maximum benefit, 
it will need to be flexible and will automatically be a 
reciprocal transaction. In setting up any credit policy 
it is wise to be as liberal as possible, depending on the 
type of merchandise sold and business involved. Any 
policy will necessarily need to be based on operations 
conducive to sound business principles. 

We should remove as many barriers as possible in order 
to make it easy for a prospective customer to transact 
business with us. When we stop to consider that 98 per 
cent, or more, of the people are honest, we have only 
a small percentage to be concerned with. I do not mean 
to imply that no headaches occur as a result of credit 
sales. When credit is extended, collection problems are 
automatic and there is never any lull. I doubt the 
propriety or wisdom of using such a letter, however, the 
following can be found in the February REApDER’s 
DiGEsT. 
past-due accounts. ‘“‘A Nebraska newspaper declares the 
following collection letter produces excellent results: 


You may be able to use it on a few of your 


‘Dear Sir: A glance at the date of our original invoice 
will soon prove we've done more for you than even your 
own mother—we've carried you for 12 months.’” 

The element of risk inherent in any credit transaction 
is recognized and acknowledged. A well-organized and 
properly operated credit department can be beneficial to 
anyone. Credit is a term used to indicate mutual con- 
fidence. The credit department will need to be cautious, 
yet farsighted in the appraisal of applications. Close 
cooperation and harmony should exist between the credit 
and sales department in any business. 

The word credit has unlimited meaning, however, let 
us consider that it has six tenets which denote the 
following: 

C-—onfidence is a faith in this instance as it applies to 
the company and customers. It is also mutual under- 
standing and expectation. 

R-esponsibility is an obligation of both parties to see 
that all necessary requirements are fulfilled. 

E-steem should be cherished by all of us and we 
should be careful of our actions at all times. 

D-esire should be imbued within all of us to improve 
all of our business operations. 

I-ntegrity should be part of our make-up in that no 
misstatements are made and that promises are carried 
out fully. 

T-rust is credit granted because of belief in one’s 
honesty. 

On the word CREDIT a great deal could be said. If 
we are deserving of the meaning of each word shown, 
we should have no fear of unsuccessful operations. 
There is an old proverb which reads “It wishes were 
horses, beggars might ride.”” We must not be wishers. 
Let us be in vogue, get wise, credit wise, and fulfill the 
We should strive not to sell 
just things, but we should sell what things will do. 


demands of our position. 


Credit and all phases of credit transactions have made 
wonderful progress in the past decade. What we develop 
during the next few decades depends largely on us. We 
should avail ourselves of every opportunity to improve. 
It we do this we can learn to live together and work 
together better and in doing so we will become real 
credit executives so that management will be justly proud 
of our accomplishments. bahiahes 
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“Credit Information” 
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Not only should the healthy position of individual 
firms be the objective of credit men and women, but it is 
also essential that they contribute to a much greater need 

-that of constantly maintaining a sound credit structure 
for the nation. The author's survey has been significant, 
only if it has revealed opinion coordination of credit men. 
This mark of stability in their opinions as to the most 
important types of credit information, and the factors 
which influence them to use particular sources of data 
is not mere fortuity. But, the stability and agreement 
may be attributable to the nature of their work and the 
recognition of their greatest responsibility—that of con- 
stantly building and maintaining a sound credit structure. 
Credit work involves consideration of ever-varying prob- 
lems, no two exactly alike, which are a continual chal- 
lenge to the credit man’s resourcefulness and knowledge. 
Thus, his decisions are based upon the past happenings 
and future expectations which have disciplined his mind 
to proper analysis of the economic basis upon which credit 
stands. The past happenings and future expectations 
are recorded in individual credit reports and one need 
not strive forever to recognize the factors which most 
adequately meet his objectives. 

The soundness of the credit structure lies in the hands 
of today’s credit men and women. They have been early 
in the recognition of their responsibilities for tighter years 
ahead ; the application of their sound judgment together 
with the fundamentals of credits and collections should 
eliminate the need for drastic revisions at some future 
time. Mercantile and retail credit men are today con 
fronted with a general slowing up of collections, an in- 
crease in the number of business failures, merchants at- 
tempting to reduce inventories for the first time in 
several years, consumers resisting current prices, and a 
general “softening” of the employment situation. Credit 
information with its facts involving eventual analysis 
of the character of the risk, his payment record, and the 
values of properties of all descriptions will guard busi 
nesses against some losses and hence contribute to a 
healthier economic position. Lhiahel 
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Bureau Out-of-Town Report Costs Increased 


RE YOU paying your office and credit clerks at 

least twice as much salary as your store paid similar 

clerical persons in 1908? The only answer that can 
possibly be correct is “yes.” 

Figures just released by the Bureau of Labor Statistics 
(facts supplied by business firms themselves) indicate 
that actually, general wage increases during the past 42 
intervening years range from three to five times the 1908 
salary scale! 

For instance: Comparable wages averaged less than 
$10.00 per week in 1909. But, in January, 1950, they 
were approximately from $35.00 to $56.00 per week. 

Back in 1909, employees had to work 51 hours for 
their weekly pay, but now they work an average of 40 
hours per week. 


1908—55 cents; 1950—$1.07 

Out-of-town credit report charges are being raised 
slightly starting May 1, 1950. 

Is the raise in line with changing conditions? Let's 
see: In 1908, you paid your bureau the sum of 55¢ for 
a-coupon to be sent to the town from which you wanted 
a report. Under the new rate, you will pay $1.07 for 
the same type of coupon. That's not quite double what 
you paid 42 years ago! 

When you buy a “foreign” credit report, what makes 
it cost? All over the country the average credit bureau 
spends about 67 per cent of its income for salaries. In 
credit bureaus, salaries have jumped since 1908, just as 
salaries in your own firm have gone up. 


Credit Bureaus not Exempt 


Then, too, if you are with a retail firm, chances are 
your firm does not have to comply with the Wage and 
Hour law, as “retailers’’ were exempted in 1938, and 
are now. The Wage and Hour law requires the payment 
of time and a half for over 40 hours of work with credit 
bureaus being considered to be in interstate commerce 
because they “manufacture goods for interstate commerce, 
etc.”” So they must fully comply with the new minimums 
and “white collar” regulations no matter how many re- 
ports they make across state lines. 

Two other major items of credit bureau expense—rent 
Even the 
thousands upon thousands of correspondents who aid 
credit bureaus in rural and nonbureau areas will no 


and telephone costs—have likewise mounted. 


longer help investigate your mail-order customer or new- 
comer from the “sticks” without being paid from 25¢ to 


12 CREDIT WORLD 


APRIL 


$1.00 per report for just their part of completing an 
investigation for you in what we call “O” territory. It 
is not unusual, therefore, that the credit bureaus complet- 
ing your out-of-town reports may have to, in some in- 
stances, pay out two or three times what they are paid 
for these out-of-area reports. 


Out-of-Area Problems 


Many of our ACB of A bureaus are serving credit 
granters in areas from 50 to 700 miles from their offices! 
They obtain information by mail, by telephone, and by 
telegraph—sometimes having to drive 15 to 30 miles and 
check two or three requests on the way. The return to 
the reporting bureau for an outlying area report is only 
40¢ more than the amount that is received for a report 
in a bureau’s community. Over a period of time, the 
out-of-pocket expense for some reports has been partially 
offset by the fact that the credit bureau may have infor- 
mation in file to help complete the out-of-area report. 
But many times the reporting bureau uses up all of this 
difference for telephone tolls, payment of correspondents, 
postage, and car expense. 

It is a tribute to the credit bureau management fra 
ternity that they have and do recognize a sincere responsi- 
bility to our ACB of A inter-bureau reporting system in 
completing reports at a loss many times, just to serve 
credit granters in some other community. 


References Still not Safe 


While some credit granters may be inclined to want to 
try to save money by checking references direct, let me 
remind you that references are not even as reliable as 
they were 42 years ago! Besides, credit customers are 
subjected to more alluring credit terms and credit sales 
You will need a complete credit bureau report now more 
than ever before, because with collections declining, and 
more people inclined to overbuy, and with savings de- 
pleted, you should secure all information available about 
that newcomer or that mail-order customer who wants to 
open a charge or instalment account with your firm. 


At Your Service 


The cooperation that the National Retail Credit Asso 
ciation members have always extended to ACB of A 
bureaus—actually, their bureaus—is fully appreciated. 
In behalf of our member bureaus we pledge you that we 
will do everything in our power to maintain the inter- 
bureau reporting system on a high level of service to help 
credit granters and credit customers alike. eek 





Which Month Do You Prefer? 


At the International Consumer Credit Conference of 
our Association held in Boston last June, the Constitution 
and Bylaws were amended to permit the holding of our 
annual conferences on the third Tuesday in September 
each year instead of June. Arrangements had previously 
been made to meet in Cincinnati next June and in Chi- 
cago, June, 1951. The first conference for September is 
scheduled for 1952 in Washington. However, the third 
week in June, 1952, has been tentatively reserved, in the 
event it later develops that a majority of our members 
prefer June to September. 

The matter was submitted to our Board of Directors 
for mail vote and resulted in 29 voting for September, 
with 6 opposed. Subsequently the Board of Directors, 
at the Monday, June 20, 1949, session in Boston, voted 
unanimously for the change. ‘The amendment was passed 
by the conference without a dissenting vote at the Thurs- 
day morning session June 23. It was felt that attendance 
would be improved, as the annual meeting would be held 
from 4 to 6 months after our district meetings, which 
are held in February, March and April each year, with 
3 district meetings as late as May. 

September would also eliminate conflict with the 
Rotary and Kiwanis International conventions and the 
Controllers’ Congress of the National Retail Dry Goods 
Association, which usually meets the same week or the 
week prior to or after our conference. It is also 4 
months after the convention of the National Association 
of Credit Men, and 4 to 5 months after the convention 
of the Credit Management Division of the N.R.D.G.A. 

We should like to know the month you prefer. When 
voting please indicate whether you regularly attend our 
annual conference. The information is desired for 
further consideration by the Board of Directors at Cin- 
cinnati next June. Send your preference to the National 
Office, 218 Shell Bldg., St. Louis 3, Mo.—L. S. Crowder. 


Sell Merchandise or Terms in 1950? 


As automobile dealers, our Company is in close touch 
with one of Canada’s largest national Finance Companies. 
With the new year came a form letter from this Finance 
Company, addressed to all dealers. The first thought 
that struck us on reading it was how closely its context 
coincided with the teachings of our retail credit associ- 
ations. The second thought was that although it specifi- 
cally speaks of automobiles, how applicable it was to all 
businesses selling on the instalment plan. 

If you sell on the instalment plan then, you might find 
this letter well worth reading. As you do so, keep two 
things in mind. One, the Company has no axe to grind, 
for its risks are protected by the recourse endorsements of 
the dealers. Two, it is the considered opinion of one of 
Canada’s largest Finance Companies. Here it is: 

“Are you going to sell merchandise in 1950—or terms? 

“Competition is becoming keener every day and there 
have been some indications that terms are being used to 
sell cars. This is bad business. Our reason for making 
this statement is based on over twenty-five years of auto- 
mobile financing experience. 

“We believe you will agree that experience is the best 
teacher. If you do, you will see that the experience of 


the automobile finance companies is adhered to in your 
business on time sales. You just cannot reduce down pay- 
ments and/or extend repayment periods without running 
into loss-producing repossessions. You probably can re- 
call situations prior to the war where dealers decided that 
they were going to prove that short down payments and 
unsound repayment periods were not loss producers. 
There were some dealers who thought they could lick 
experience, and there will probably be some who will 
have to learn the hard way again in the days that lie 
ahead, but you can also recall that those dealers either. 
quit their off-color business, went broke or were badly 
crippled. They did not sell their used cars—they just 
loaned them to the public for awhile and the public 
returned them to the dealers with loss tags on them. 

“The Voice of Experience is warning you now ‘You 
reap what you sow.’ If you decide to take a chance 
under pressure of competition, or for any other reason, 
then you can mark it up right now that you will have 
to pay for the losses that you are asking for. There is 
no other answer. 

“We are firm believers in the yardstick of experience 
because experience has proven that sound business 
methods and terms, such as we advocate, are the methods 
and terms that produce profits. Any extensive deviation 
from such methods and terms can only lead to red ink. 
In your own best interests, stay with sound down pay- 
ments and reasonable terms of repayment in 1950. Your 
bank account at the end of 1950 will be your reward.” 
—Herb Barnes, Vancouver Motors Ltd., Vancouver, 


B. C., Canada. 
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Convenience in Paying Bills 


Frank Layton, Credit Manager, Strawbridge & 
Clothier, Philadelphia, Pa., reports considerable success 
with a device that is a customer service and also lightens 
the work of the accounts receivable cashiers. Adjacent 
to the cashiers’ windows he has installed a safe depository 
for the reception of payments on accounts. The cus- 
tomer is invited to place the check or cash in an envelope, 
illustrated below, which is provided and drop it in the 
slot. The lower part of the depository is a safe with a 
combination lock. Receipt is not sent to the customer 
for payment by check unless specifically requested. Cash, 
however, is acknowledged. Mr. Layton informs us that 
even though the device is not in a prominent location, 
and little or no publicity has been given to it, every day 
there are from 50 to 100 payments in the safe. Stores 
having the common problem of long lines of impatient 
customers at cashiers’ windows perhaps may find a similar 
device to be a means of mitigating the difficulty. 





PAYMENT ENVELOPE 
PLEASE enclose bank check with the top part of your 
this envelope and insert in 
Your cancelled check 1s 
Please do not s the envelope, UNLESS CASH IS ENCLOSED 
Thank 


STRAWBRIDGE & CLOTHIER 











Hospital Credit Problems 


Hospital credit problems have long posed a particular 


challenge to those responsible for the extension of credit 
to patients and the collection of hospital charges. Finan 
cial difficulties have a way of adding to the serious situa 


tion already caused by illness, thus complicating the 
medical task of restoring the patient to health. Also, the 
uncertainty of the old procedure caused financial losses 
to the hospital which perhaps could have been avoided. 

Realizing this, the management of the Rhode Island 
Hospital, Providence, Rhode Island, decided in 1940 that 
a new approach was necessary, and after months of ex- 
perimentation, established a credit system which has been 
in successful use for almost a year. We are glad to have 
the opportunity of describing it, for the benefit of our 
many hospital members. 

F. D. Lauran, Credit Manager for the Hospital de 
cided to take a page out of department store procedure 
and installed a Divisional Credit System. Under his 
plan, all accounts are distributed on an alphabetical basis 
and assigned to Divisional Credit Managers, who service 
the account from opening to final settlement. In this 
manner a personal knowledge of the individual circum- 
stances is obtained which is important to the cooperative 
and understand‘ng working out of financial arrangements. 


Analysis of Credit Risk 

On admittance to the hospital, the admitting record is 
referred to the credit office for review as to the possibility 
of previous indebtedness and analysis of the credit risk. 
Steps to be taken to protect the charge balance that may 
Bills for pa 


tient’s care are reviewed by the divisional credit manager 


ultimately be reached are decided upon. 


daily, and if it is necessary to consult members of the 
family, or interview the patient, the divisional credit 
manager decides when and how such should be accom- 
plished. 

At discharge, all patients are interviewed and if it had 
not been possible to make prior arrangements for the 
settlement of the balance credit arrangements are made 
then. The Hospital draws up a contract providing for 
specified periodic payments, and gives the patient a pay 
ment-record book for convenience in making payments. 
Should collection efforts be necessary, Mr. Lauran has 
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provided a series of Col-Velope reminders, two of which 
are illustrated on page 14. 

In this manner, hospital collections have been taken 
out of the haze of misunderstanding and placed on a 
business basis. The patient is assured of every coopera- 
tion in arranging agreeable terms, and the hospital has 
the mechanism for handling a great volume of admissions 
with assurance of the lowest possible loss compatible with 
hospital policy. Mr. Lauran’s system represents a real 
contribution in this specialized field of credit and collec- 
tions. He will welcome requests for further detailed 
information. Address such to F. D. Lauran, Credit 
Manager, Rhode Island Hospital, Providence, Rhode 
Island. 


Skips Cause Credit Losses 


The problem of credit losses was aired at a recent 
monthly meeting of the Los Angeles Retail Credit As- 
sociates. The five-minute statements, given by six local 
credit executives emphasized that skips are the greatest 
cause of credit losses in the area. Some credit managers 
claimed skips run 44 per cent of total credit losses. High- 
lights of the meeting included the following views: Skips 
are not necessarily a cause, but rather a result of depart- 
ment collection policies and operational methods. Strikes 
made many past good accounts a bad risk today, and 
credit departments must be more conscious of this when 
making their investigation of a new customer. Although 
there is little that can be done about deaths and illness, 
members were told to be more discriminating toward 
the financial ability of next-of-kins. 

Internal conditions within the credit office was pre- 
sented as an itaportant factor resulting in credit losses. 
Collection percentages were better than last year among 
offices that “cleaned up” their personnel. Pyramiding ac 
counts are another cause of losses and on this point it 
was suggested that there was a greater need for counsel- 
ing and credit guide for customers. Members were re- 
minded that firms which made a monthly aging of ac 
counts receivable were able to spot troublesome trends 
quicker than those firms which relied on collection per 
centage as a guide. Ten days was suggested as the 
minimum amount of lapsed time before a second collec- 
tion call on past-due accounts.—Women’s Wear Daily. 





National Membership Activities 


Here is the roll of new National Units which have 
been organized since June i, 1949: 





City Date Members 
Belen, New Mexico July 12, 1949 10 
Odessa, Texas July 18, 1949 
Orlando, Florida July 26, 1949 
Columbus, Georgia Aug. 10, 1949 
Ontario, Oregon Aug. 15, 1949 
Arkadelphia, Arkansas Aug. 26, 1949 
Roseburg, Oregon Aug. 29, 1949 
Lebanon, Oregon Sept. 22, 1949 
Sweet Home, Oregon Sept. 22, 1949 
Moultrie, Georgia Oct. 5, 1949 
Texas City, Texas Oct. 5, 1949 
Hamilton, Ont., Canada Oct. 11, 1949 
Sunburst, Montana Oct. 17, 1949 
Waco, Texas Oct. 24, 1949 
Arlington, Virginia Nov. 7, 1949 
Lawton, Oklahoma Dec. 5, 1949 
Ponca City, Oklahoma Dec. 19, 1949 
Bingen, Washington Jan. 16, 1950 
La Fayette, Indiana Feb. 3, 1950 
Bend, Oregon March 10, 1950 
Woodland, Washington March 15, 1950 


New members reported by Districts from June 1, 1949 
through March 20, 1950: 
District Members 

110 

110 

162 

96 

116 

142 

249 

398 

179 

878 

318 

511 
oe er ee 71 
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Registration Blank 


Cincinnati, Obie, Jane 12-15, 19 


Registration fee $12.50 for delegates and $7.50 for wives 
and members of the families of delegates. 


Name 

Pirm 

City & State 

Will attend sessions of Group 
Date and Time of Arrival 

My check is enclosed for $ 

Make checks payable to the Associated Retail Credit Grant- 


ers of Cincinnati and mail to Credit Bureau of Cincinnati, 
26 East 6th Street, Cincinnati 2, Ohio. 
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LEONARD BERRY 


AST MONTH we talked about the need for continuous 
- credit sales promotion by the alert credit executive. 
Particularly did we discuss new account solicitation as an 
important part of such a program. Another great area of 
credit business building activity is the reactivation of dormant 
accounts. 

In these days of keen scrutiny of every item of expense 
it is well to reflect on the investment you have in your charge 
account list. Some time or another money has been spent 
in establishing every account. The cost of a credit interview 
is difficult to estimate but certainly some expense is involved. 
Credit Bureau reports, addressograph plates, various kinds of 
customer identification media all add to the cost of establish- 
ing Mrs. James C. Customer as a charge customer. Let us 
say that an amount of between five and ten dollars has been 
spent. The only way in which that investment can be made 
to pay dividends is by Mrs. Customer making purchases from 
you. 

If a justification is necessary for a reactivation promotion, 
it is found here in the fact that an investment has already 
been made and this is an attempt to make it good. It is part 
of the function of every credit department to formulate and 
manage a definite campaign to awaken to productive life the 
dormant accounts on the 

Authorities differ on how yn efforts should 
after buying stops. Much d nds on the 
bartment stores, for example, mig 
three or four months slip by without 


recorded, while specialty shops usually allow one whole seasor 


to pass before deeming an account ina 


letermine r itself the right time 
process. ‘hatever the time, how 
months, six months, or a year, it is desirabl 

letters be planned and these shoul 
s es . 


ling of the replies that are 


majority simpl; 

just become indiff 

hundred stopped using your cre 
specific complaint or grievar 
many cases never voiced, and unt 
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and do something about them, they remain festering sores 
of discontent. 

Not only is the matter of charge account inactivity of 
absorbing interest to the credit department, but other operat- 
ing executives find in the replies many revealing shortcomings 
and inefficiencies in various features of store goods and 
services. There is gold to be mined in the crevices of cus- 
tomer reaction to the store, and the instrument of delving 
and discovering is the inactive account letter. 

New friends are very welcome but there is a special satis- 
faction in winning back the approval of a one-time friend 
who has drifted away. 

Here in the inactive account letter there is limitless op- 
portunity for the exercise of all the principles of good letter 
writing. The objectives of the letter are simple and three- 
fold: 

(a) Win the customer back. 

(b) Uncover any cause for dissatisfaction, 

(c) In any case, build good will for the store. 

The letter will be divided into four parts. 

(a) “You have been missed” theme. We want you back. 

(b) Have we fallen ‘ of complete and satisfactory 
service to you in any manner? us where, and how. 
(c) Offer several reasons why the customer will enjoy 

account aga 


a strong closing rgi some 


customer. Fill « 

This Month’s Illustrations ™> 
Illustration No. 1. This clever message esigned 
William E. Glass, Jr., Manager, Credit Sales, Cottrells, 

Denver, Colorado. From the |] ed from Mr. Glass, 


ve quote: “It ha Ways § 1 to me that accounts 


are so Often victims 

Illustration No. 2. 
letter in that it is an ex 
written communication I M. 
Bryson Graham Company, Ottaw 
that good success is attained | 
approach. 

Illustration No. 3. With this ap; 
Clark, Credit Sales Manager, The Emporium, 
California, en loses a postage pre} a 
making it easy for the cust 


Illustration No. 4. 


which starts out with an 


sales promotion man: 








The quick, easy way to shop 
is to “CHARGE IT.” You have an 
account here—why not use it 


this holiday season. 
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erett Honors J. A. Myers 


Credit executives, breakfast clubbers, and bureau 
managers of the Pacific Northwest, met together in the 
Monte Cristo Hotel, Everett, Washington, on January 
21, to honor J. A. Myers on his 85th birthday, who for 
28 years had operated the Credit Bureau of Snohomish 
County. It was a double-barrelled occasion for Mr. 
Myers, for not only was it a birthday celebration, but 
it marked his retirement from the Bureau, and the hand- 
ing over of the reins to Helen Sawyers, Past President, 
Pacific Northwest Council of Credit Women’s Breakfast 
Clubs, and also operator of The Credit Bureau, Helena, 
Montana. The Everett friends of Mr. Myers, sponsor- 
ing the occasion, were the Merchants Association, Everett 
Grocers Association, Retail Meat Dealers, and Snohomish 
County Credit Association. L. H. Unzelman, Com- 
missioner of Public Works for the City of Everett, pre- 
sented Mr. Myers with a gift on behalf of the gathering. 

Special guests, shown in the picture below, standing, 
left to right, are: Harry Williams, Vice President, 
Everett Association; Melvin T. Warrick, Spokane, 
Wash., President, Associated Credit Bureaus of the 
Pacific Northwest; Richard T. Wright, Seattle, Wash., 
Chairman, Distritt 10, N.R.C.A. membership committee ; 
Tom Downie, Manager, Retail Credit Grantors Bureau 
Ltd., Vancouver, B. C.; Wendell Sizemore, National 
Bank of Commerce, Seattle, Wash., Past President, Dis 
trict 10, N.R.C.A.; Carey Raymond, retiring President, 
Everett Association; Bill Kellog, President, Everett Asso- 
ciation; Margaret Bean, Vancouver, B. C., Vice Presi 
dent, Pacific Northwest Council of Credit Women’s 
Breakfast Clubs; Mrs. E. DeWitt, Seattle, Wash.; Herb 
Barnes, Vancouver Motors Ltd., Vancouver, B. C., Past 
President, District 10, N.R.C.A.; Phil Schroeder, Presi 
dent, Tacoma Retail Credit Association, Tacoma, Wash. ; 
E. DeWitt, Manager, Seattle Credit Bureau, Seattle 
Wash., and Past President, Associated Credit Bureaus 
of America. Seated, left to right: Helen Cartier, 
Tacoma Merchants Credit Bureau, Tacoma, Wash.; 
Avadana Cochran, Manager, Credit Bureau of Kitsap 
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Coming District Meetings 


District One (Connecticut, Maine, Massachusetts, 
New Hampshire, Rhode Island, Vermont, Quebec, 
Canada, and Nova Scotia, Canada) will hold its annual 
meeting at the New Ocean House, Swampscott, Mass., 
May 9, 10 and 11, 1950. 

District Two (New York and New Jersey) will 
hold its annual meeting at Hotel Syracuse, Syracuse, New 
York, April 16, 17 and 18, 1950. 

District Three (Florida, Georgia, North Carolina 
and South Carolina) and District Four (Alabama, 
Louisiana, Mississippi and Tennessee) will hold a joint 
annual meeting at the Columbus Hotel, Miami, Florida, 
April 23, 24, 25 and 26, 1950. 

District Five (Ohio, Michigan, Ontario, Canada, 
and Kentucky) and District Thirteen (Illinois, In- 
diana, and Wisconsin, except Superior) will hold a joint 
annual meeting in conjunction with the 36th Annual In 
ternational Consumer Credit Conference of the N. R. 
C. A., at the Netherland Plaza Hotel, Cincinnati, Ohio, 
June 12, 13, 14 and 15, 1950. 

District Eight (Texas) will hold its annual meeting 
in Fort Worth, Texas, May 21, 22 and 23, 1950. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting at the Vail 
Hotel, Pueblo, Colorado, May 7, 8 and 9, 1950. 

District Ten (Alaska, Idaho, Montana, Oregon 
Washington, Alberta, British Columbia and Saskatche- 
wan, Canada) will hold its annual meeting at the 
Davenport Hotel, Spokane, Washington, May 14, 15, 16 
and 17, 1950. 

District Eleven (Arizona, California, Nevada and 
Hawaii) will: hold its annual meeting at the Hotel 


Sainte Claire, San Jose, California, April 23, 24 and 
25, 1950. 





County, Bremerton, Wash., and Secretary-Treasurer, 
District 10, N.R.C.A.; Helen Sawyers, Manager, 
Everett Credit Bureau, Everett, Wash.; Mr. and Mrs. 
J. A. Myers; and Mrs. N. M. MacLeod and N. M. 


MacLeod, Spokane Credit Bureau. 








Charles R. Ross 


Charles R. Ross, former credit manager of the Phila- 
delphia Coke Co., Philadelphia, Pa., died January 29, at 
the age of 81. He was a Mason and a member of the 
First Presbyterian Church. He was the father of J. 
Gordon Ross, President of the National Retail Credit 
Association in 1937-38, and a frequent contributor to 
The Crepir Wortp. He is survived by his wife and five 
sons to whom we extend our deepest sympathy. 


A. 0. Jenkins 


Archie Oliver Jenkins, founder of the Duval Jewelry 
Co., Jacksonville, Fla., died February 13, 1950, after a 
brief illness. At his death, he headed a multi-million 
dollar concern which has 14 stores in 12 Florida cities. 
He started the business in 1911. He retired in 1947 and 
was succeeded as president by his son, Oliver A. Jenkins. 
He had been active in local and national credit associ- 
ations for many years. He is survived by his wife, three 
sons, two sisters and nine grandchildren to whom we ex- 
tend our deepest sympathy. 


Walter C. Hull 


Walter Calvert Hull, Divisional Credit Manager, 
Hecht Brothers, Baltimore, Md., was killed in a fire at 
the store a half-hour before opening time, March 10, 
1950. He was the son of Walter S. Hull, a charter 
member and the first president of the Retail Credit Asso- 
ciation of Baltimore. He had been active in the associ- 
ation’s affairs for the past 7 years and was recently 
elected a director. He attended the meeting of District 
12 in Washington, D. C., in February. We extend to 
his survivors our sincerest sympathy in his sudden and 
untimely passing. 





District 11 Prepares for Annual Conference 

The 14th Annual Conference of District 11 will be 
held at the Hotel Sainte Claire, San Jose, Calif., April 
23-25, 1950. Dan Rowlands, credit executive of Hale’s, 
San Francisco, President of the District, states that plans 
have been completed for a program dedi- 


CREDIT MANAGER 
DEPARTMENT STORE 


A department store has an unusual opportunity for 
a good, fundamentally sound Credit Manager; one 
whose background proves conclusively that he is capa- 
ble of taking complete charge of every phase of de- 
partment store credit operation. Leading store in live 
competitive city of over 50,000. Midwest. Popular- 
priced soft lines. Best brand hard lines. 8,000 ac 
counts. Give complete information in first letter, ex- 
perience, age, salary, and reason for desiring change. 
Box 4503, The CREDIT WORLD. 








Los Angeles Credit School, Second Series 

The second series of the consumer credit education 
course sponsored by the Los Angeles Credit Associates 
in cooperation with the Los Angeles City Schools started 
February 1, and ended March 29, 1950. No tuition fee 
was charged. Lecturers and their topics were: George 
H. Brown, Buffum’s, Long Beach, “Retail 30-Day Col 
lections” ; Frank J. Ross, Sears, Roebuck & Co., “Instal- 
ment Collections”; James Ludlam, Musick, Burrell and 
Ingebresten, “Legal Aspects of Collections”; Robert L. 
Combs, Broadway Department Store, “Charge Accounts 
and Instalment Accounting and Bookkeeping”; Prof. 
Clarence S$. Marsh, University of California, “Collection 
Correspondence”; A. E. Kaiser, Bullock's, “Organization 
and Layout of Credit and Collection Department” ; and 
Lawrence Pritchard, Bank of America, “Consumer 
Credit Statistics amd Research.” The coordinator was 
D. R. Coulter. 

New Honors for C. B. Flemington 

The N.R.C.A. congratulates C. B. Flemington on his 
recent election to the presidency of the Associated Credit 
Bureaus of Canada at the annual meeting just concluded 
in Winnipeg. He is manager of the Credit Bureau of 
Toronto and has been a loyal booster of the N.R.C.A. 
for many years and Canadian Correspondent for The 
Crepir Wor-p since 1947. 





cated to credit education, expense re- 
duction and timesaving ideas. General 
conference chairman will be C. S. Gall- 
agher, credit manager, Farmers Union, 
San Jose, assisted by D. K. Blair, credit 
manager, H. Liebes, San Francisco, who 
has been appointed general program 
chairman. Mrs. Thelma Holloway, dis- 
trict president of the Credit Women’s 
Breakfast clubs, will direct the activities 
of this organization and promises a well- 
rounded program. Guest speakers in- 
clude: D. E. 
School of Business, Stanford University ; 
Robert Gros, Public Relations director 


Faville, Dean, Graduate 


of one of California’s largest public 
utilities; R. T. Schatz, President, 
N.R.C.A.; and Roy Wickham, Presi- 
dent, Associated Credit Bureaus of Cali- 
fornia. Registrations are now being Assets 
accepted by the San Jose Chapter, 
N.R.C.A., 222 S. 2nd St., San Jose, 





You Should Know That: 


It is possible to control Extra Expense under some 
conditions but not under all; however, the Extra 
Expense of continuing business after a fire or explosion, 
for instance, can be reduced by insurance. A simple 
explanation of Extra Expense insurance will be mailed 
you on request. 


THE PHOENIX-CONNECTICUT GROUP 


OF FIRE INSURANCE COMPANIES, HARTFORD, CONN. 


Liabilities 
Surplus to policyholders ° - ° ° ° ° 
Calif Losses paid to December 31, 1949 - ° ° ° 


we 


Combined Statement December 31, 1949 

$128,195,440 
63,268,050 
64,569,075 
462,311,853 


- - 7 - - - - - - 


- - - - - - - - - 
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For Sale 








Credit Bureau with Collection Department in East 
Texas town of 12,000 population. With or without 
equipment. Will pay for itself in a year under present 
membership and with energetic owner membership can be 
doubled. Excellent opportunity. Full details furnished 
on request. Do not apply unless you have $5,000.00 to 
invest. Give details as to your experience in this field. 
Box 4502, The Crepir Wor p. 


Help Wanted 


Experienced Credit and Collection Bureau Manager 
for thriving Southern California Credit Bureau. Box 
4501, The Crepir Wor vp. 


Leonard Berry Speaks at Nashville 


Below is a picture of the speakers’ table at the meeting 
of the Nashville Retail Credit Association taken at its 
regular meeting on February 23. The meeting was held 
in the main dining room of the Hermitage Hotel, Nash- 
ville, Tennessee. Attendance was over 125. Speaker 
was Leonard Berry, Educational Director, who spoke on 
the “Outlook for 1950.” Reading from left to right 
are: Arthur G. Turner, Assistant Manager, St. Bernard 
Coal Company, First Vice President, Nashville Retail 
Credit Association; Mrs. Harvey King; W. Harvey 
King, President-Treasurer, Tennessee Adjustment Serv- 
ice; Mrs. Frances Teter, Secretary-Treasurer, Clark 
Hardware Company, Second Vice-President, Dixie 
Council, Credit Women’s Breakfast Club of North 
America; Mrs. W. E. Smith; W. E. Smith, Richland 
Market, President, Nashville Retail Credit Association; 
Leonard Berry, National Retail Credit Association; Mrs. 
Hugh L. Reagan; Hugh L. Reagan, Credit Manager, 
Cain Sloan Company, Past President, National Retail 
Credit Association; Mrs. Arintha May, Secretary 
Treasurer, Robertson Tire Company, President, Credit 
Women’s Breakfast Club of Nashville; Ben C. Nance, 
President-General Manager, Credit Bureau of Nashville 
E. C. Harlan, Honorary Life Member, N.R.C.A.; and 
Andrew B. Benedict, Jr., Vice President, American Na- 
tional Bank and Second Vice-President, Nashville Retail 
Credit Association. 
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(eorgia Credit Clini¢ at Atlanta 


The National Office was happy to have a part in the 
first annual Georgia Credit Clinic held on February 20 
and 21. The clinic was sponsored by the Atlanta Retail 
Credit Association, the Georgia Association of Credit 
Men and the Atlanta Division of the University of 
Georgia. 

Meeting in the spacious quarters of the Atlanta Di- 
vision of the University in downtown Atlanta, the clinic 
was a down-to-earth discussion of the problems of present- 
day credit granting. Under the brilliant leadership of 
William P. Layton, of the University staff, and with the 
strong support of H. S. Darrington, Credit Bureau of 
Atlanta, and Mrs. Carmen A. Dobbs, Executive Secre- 
tary, Georgia Association of Credit Men, the clinic was 
regarded as a definite contribution to better credit under- 
standing. Some 150 credit granters from various parts 
of the State were in attendance for the two days of the 
meeting. 

Included in the list of speakers was Leonard Berry, 
Educational Director, National Retail Credit Association, 
who made an address to the general assembly taking as 
his subject, “A Challenge to Credit Granters.” Mr. 
Berry also served as moderator for the Credit Workshop 
held on Monday afternoon. So successful was this clinic 
that advance plans are now being made for another 
clinic, to be held late this year or early next. 


New Appointment for Mable K. Lane 
Mable K. Lane has been appointed Credit Manager, 
Hotel Morrison, Chicago, IIl., succeeding Cathryn Sul 
livan, who died November 28, 1949. Miss Lane goes to 
the Morrison from the Fort Shelby Hotel, Detroit, 
Mich., where she has been credit manager for the past 
five years. She was formerly with the Phillips and 
Muehlbach hotels in Kansas City, Mo. 
Max R. Vail Retires 
Max R. Vail, general mail order credit manager since 
1941, retired recently after 41 years of service with 
Sears, Roebuck and Co. He joined Sears in 1907 as a 
messenger and subsequently held the position of credit 
manager in the Kansas City mail order plant and manager 
of a Cleveland unit before being appointed collection 
manager in Chicago in 1929. 








| Letters y Costs 


the Ecktter’s Deh 





“Our Retail Credit Fundamentals credit school is proving 
to be a complete success. Thirty-seven are enrolled and all 
are very enthusiastic after the second meeting. The enroll- 
ment represents retail stores, finance companies, utilities, and 
one high school teacher.”.—V J. Bachman, Port Huron Credit 
Bureau, Port Huron, Michigan. 

— 
“Thank you very much for the certificate of mem- 
bership in the Quarter Century Club. It is not only 

a handsome example of engravers’ art, but its real 

value lies in the fact that it symbolizes 25 years of 

association with such a fine group of men and 
women.”—W. C. Durham, Kennington Co., Jackson, 
Miss. 

a) 


“I have today received the certificate of honorary member- 
ship in the N.R.C.A. and I desire to express to you my great 
appreciation of the honor you have given me. I am now 73 
years of age but I still hold the position of Secretary of the 
Essex & Suffolk Credit Traders Association. I always enjoy 
reading The Creptr Wor.p as it comes along on its monthly 
visit."—H. Harley Denney, 47 Birchington Road, London 
England. 

| 
“I have just received my certificate of membership 
in the Quarter Century Club. Please be assured that 
I appreciate and value it highly."—R. O. Casemore, 
Missouri Valley Finance Corp., Kansas City, Mo. 
cS 


“Thank you very much for the Quarter Century Club certifi- 
cate in the N.R.C.A. which | received a few days ago. This 
is a nice gesture on the part of the National and I shall keep 
and cheerish it as evidence of membership in the Club.”—W. 
V. Trammell, Merchants Credit Association, Birmingham, Ala. 

— 

“The handsome certificate of membership in the 
Quarter Century Club arrived this afternoon and it 
was an unexpected but most pleasant surprise. I 
have already arranged for the framing of it which 
will have a prominent place in my office. Thanks a 
million.”—Max Meyer, The Credit Bureau, Lincoln, 
Neb. 

“The January issue of The Creprr Wortp just arrived and 
you are certainly to be congratulated on its outside appearance 
as well as on the articles it contains. You may rest assured 
that we will be most glad to cooperate in any way relative 
to promoting the interests of The Creorr Worip in Canada.”— 
C. B. Flemington, Credit Bureau of Toronto, Toronto, Ontario, 
Canada. 

es 

“I wish to express my appreciation to the N.R.C.A. 
for the life membership certificate received a few 
days ago. This is deeply appreciated. I will have 
it framed and placed in a conspicuous place in my 
home.”—L. V. Gibbs, 120 Herndon St., Shreveport, 


La. 
a 

“After reading the January Creprr Worn, I am convinced 
that some excellent thought has been given to the material that 
is being used in the publication and that it has been improved 
in many ways. I am sure that every reader will get a great 
deal of satisfaction from this issue as well as from following 
ones. My congratulations on your efforts.’"—Dean Ashby, J. L 
Brandeis & Sons., Omaha, Neb. 

eS 
“I acknowledge with thanks receipt of the certifi- 
cate for membership in the Quarter Century Club. 

I am happy to be included in its roster of honorable 

and estimable gentlemen.”—John D. Kemper, Mar- 

shall Field & Co., Chicago, Ill. 

“For a long, long time I have been a subscriber and a con- 
sistent reader of The Creprr Wortp every month. I think in 
recent years, especially, it has attained a new standard of ex- 
cellence in its make-up, in its contributed articles and also its 
literary quality.".—E. F. Horner, Kline’s, St. Louis, Mo. 


a 
“This will acknowledge certificate of membership 
in the N.R.C.A. for more than 25 years. It has been 


a pleasure to belong to this association for so many 

years, as I have made many interesting and personal 

contacts with other credit men during that time.”— 

J. L. Reinhart, Box 284, Wisconsin Rapids, Wis. 

ce 

“May I express my appreciation for the very beautiful cer- 
tificate of membership in the Quarter Century Club which I 
received today. I consider it a great honor to be a member 
of this organization and fully a great honor to have been a 
member of the N.R.C.A. for the past 32 years."—Fred C. 
Marth, A. Harris & Co., Dallas, Texas 


a 
a 


“Thank you very much for the beautiful certificate 
of membership in the Quarter Century Club of the 
N.R.C.A. Mrs. Johnson and my daughter are 
equally pleased :nd I hope to have a number of years 
more of service to the organization.”——-J. H. Johnson, 
The Higbee Co., Cleveland, Ohio. 


= 


“Thank you for the certificate which you recently sent en- 
rolling me as a member of the Quarter Century Club. I as- 
sure you I appreciate this certificate and will have it framed 
and placed in my office. I have enjoyed my membership with 
your Association but unfortunately have been unable to attend 
the annual conferences for the past several years. I am looking 
forward to the day when I will again be privileged to attend 
and renew old acquaintances."—W. D. Sweger, Pomeroy’s, 
Harrisburg, Pa 

| 
“It is with great pride I acknowledge the honorary 
life membership certificate which I received recently. 

It is an honor I shall always cherish.”—Thomas 

Johnson, 5108 Vincent Avenue South, Minneapolis 

10, Minn. 


c= 


“Thank you very much for the 25 year Membership Certifi 
cate which I received recently I consider it a great honor 
to be a member of the credit profession and appreciate the fine 
sentiment the certificate expresses.”"—G. Miller, Arnold Con- 
stable, New York, N. Y 

c=) 
“It was a very pleasant surprise when I opened 
my mail and found that I had the honor of receiving 

a certificate in the Quarter Century Club. I am very 

happy with the certificate and proud of the friend- 

ships I have made in the National Association.”— 

Alma Spiller, Byck Bros. & Co., Louisville, Ky. 


= 


“Upon my return to my office, I was agreeably surprised to 
find the beautiful certificate signifying my membership in the 
Quarter Century Club of the National Association Please 
accept my sincere thanks and it shal! take its place, properly 
framed, among many other pictures and certificates that adorn 
the walls of my ofhce.”—Sig. L. Weisskerz, 36 W. Gay St., 
Columbus, Ohio 

“Thank you very much for the 25 year Certificate 
I did not realize that the years had clicked off so 
rapidly. It is a very beautiful job and an interesting 
document.”—Frederick W. Walter, The Bailey Co., 

Cleveland, Ohio. ~_ 


“I wish to acknowledge receipt of the Honorary Life Mem- 
bership Certificate in the N.R.C.A. which will be framed and 
hung in my new living room I have recently added to my 
farm house. I am indebted to the Association for this distinc- 
tive honor.”—C. F. Jackson, Box 50, St. Clair, Mo. 

a 
“I have been a member of your fine organization 
for over one year now and have thoroughly enjoyed 
reading The CREDIT WORLD. It certainly has 
benefitted me and I wish to propose two credit 
managers for membership. Please send them appli- 
cations and include a copy of your publication. 

Keep up the splendid work you are doing. I look 

forward every month to receiving The CREDIT 

WORLD.”—Robert J. Sleziak, Bishop Outfitting 

Co., Jackson, Mich. 
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Credit Applications By Suggestion 


In the field of credit sales promotion, one must always 
be on the alert to every possible avenue for sales volume. 
So often, in the planning of extensive sales campaigns, 
many of the simple methods are completely overlooked. 
Yet an analysis of results from the simple things often 
reveals far greater volume in proportion to cost as com- 
pared with results in the more expensive campaigns. 

Just such a simple procedure is the short form of credit 
application shown below. Zion’s Cooperative Mercan- 
tile Institution of Salt Lake City have these applications 
inserted in all cash purchase packages by the wrappers at 
central desks. They have particular appeal in that: 

1. They dispense with the red tape and questioning 
that is objectionable to some, or inwardly feared without 
particular reason by others. 

2. They are convenient to the customer, who is usually 
in a hurry when in the store and thus not willing to take 
the time necessary for a personal interview. 

3. Out-of-town customers like them for the same 
reason and the store likes them because it reaches such 
people whose names might otherwise not normally come 
to their attention. 
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4. They provide a means of “thank you” for cash 
business and are a direct invitation to an already estab- 
lished friend of the store to open a charge account. 

5. They enable the credit department to obtain a 
credit report and judge the application without haste or 
pressure. 

The store has obtained many good and active accounts 
through these simplified applications and they are more 
than enough to justify their continued use—Wendell B. 
Romney, Manager, Retail Credit Sales, Z.C.M.I1., Salt 
Lake City, Utah. 


Following-Up Inactive Accounts 


Credit sales promotion is recognized as an important 
function of the credit department and many of our mem 
bers have asked for an article or series of articles deal- 
ing with the methods and procedures necessary in carrying 
out this part of credit management. This month we are 
devoting this space to a discussion of the routine in fol- 
lowing-up inactive accounts. 

More and more firms are convinced that time and 
effort spent in consistent and regular attention to in 
active accounts pays off. Certainly it is true that while 
intermittent and seasonal approaches are better than none 
at all, more profitable and satisfying results follow in the 
wake of a well-planned and supervised program. 

This planning is important and timing and execution 
of the schedule has much to do with its success. When 
you determine your inactive campaign, start and stick 
to it. So often firms begin with good intentions, then 
under pressure of other events, allow the program to 
bog down. 

When is it proper to consider an account inactive? 
That is a question that can only be answered when all 
the facts are known. Different kinds of businesses have 
different standards. Stores in which frequent purchases 
are made, such as grocery stores, filling stations, dairy 
products, and others where customers are accustomed to 
shop weekly or oftener, might well begin to wonder what 
has happened when the accounts show no purchases for 
a period of a month or so. Large department stores, 
with a multiplicity of departments catering to almost 
every need, similarly can with profit do something about 
non-use of an account over a ninety-day period. Apparel 
shoe, jewelry, florist, appliance and other stores of like 
seasonal appeal, usually deem an account inactive when 
one season passes with no charge purchases. 

This all important time of instituting the inactive ac 
count routine must be decided after study of the business 
and the buying habits of its patrons. However, it is 
essential to fix the proper time to begin reactivation 
efforts and promptly “Get on the ball!” Mrs. Cus- 
tomer should be won back to the store before new and 
lasting shopping habits and friendships are formed. 





It should be remembered too, that many customers 
having encountered some shortcoming in service or fault 
in merchandise are timid about voicing dissatisfaction ; 
they simply stay away from the store. Obviously the 
sooner such displeasure is uncovered and the customer 
induced to “tell her story” the easier it will be to make 
proper amends. While inactive account letters should 
not dwell unduly on the negative approach of “have we 
done anything wrong?” but on the positive appeal of new 
merchandise and special offerings, the fact is that these 
“peeves” should be brought to light and the nearer to 
the event, the more satisfactory and healing will be the 
adjustment. 

One big problem in this kind of credit sales promotion 
has been to devise some simple and inexpensive method 
of getting the information from the ledgers. Large 
stores, having systems of customer control, get the infor- 
mation automatically. At the other end of the scale, 
small stores with only a few accounts, have little difficulty 
in going through the ledgers and noting the date of last 
use of the account. 

It is the stores in between, those too large for ledger 
analysis and too small for comprehensive customer control 
systems, that find difficulty in getting the information. 
However, there is a simple and easy way of utilizing the 
blank or balanced statements at mailing time. Such 
statements are separated from those showing transactions, 
and a message is overprinted on them. Three splendid 
examples of using the blank statement for a compelling 
message are shown in illustrations 1, 2 and 3. 

These messages should be varied monthly so that 
possibility of repetition is avoided. Variety and interest 
can be achieved by using stickers. The National Retail 
Credit Association has devised several such and they are 
frequently advertised in The Creprr Wor p. 


More Personalized Approach 


This form of inactive account promotion can well be 
carried on for the first few months, but should at that 
time give way to a more personalized approach. Now is 
the time to use the “Have we failed you in any way?” 
appeal, which is made more effective if tied in with some 
special sales offering or unusual event. In the Credit 
Department Letters Section of this issue will be found 
some excellent examples of inactive account letters. Such 
letters should be sent at regular intervals. A simple and 
informal device which can be used with advantage by the 
smaller store with a personal clientele is the postal card. 
Illustration No. 4 is one such. Printed in two colors 
and hand addressed, it is appealing and friendly. 

No more than two or three letters or cards should be 
sent. If at the end of that time there has been no re 
sponse, the account should be considered closed, and the 
addressograph plate taken out of the file and stored in an 
inactive file. Those addressograph plates in the inactive 
file can be run occasionally and if an envelope providing 
for payment of return postage is used, the returned mail 
will enable the clearing out of the files, those that have 
moved. 

We end our discussion of inactive account promotion 
with the idea that is contained in a letter which welcomes 
the return of a customer to the charge account fold, and 
encloses a current credit card, illustration No. 5. 


ILLUSTRATION No. | is used by H. C. Capwell Com- 
pany, Oakland, California, and shows a picture of a 
stream of people entering the store and Sherlock Holmes 
with his traditional spyglass looking for the missing 
customer. 


WE'VE MISSED YOU... 

We have watched customers come and go but we have 
not seen a trace of you and that puzzles us. Capwell’s is 
sincerely interested in each and every one of its customers, 
so whatever your reason for not coming in—Won't you 
please phone or write and let us know what it may be? 


ILLUSTRATION No. 2 is used by Stix, Baer & Fuller 
Co., St. Louis, Missouri: 


No bill, this! Just a special note to you. We're glowing 
with Christmas. Each of our eight big floors is filled with 
wonderful gift ideas . . . with the sights and sounds that 
make Christmas the most loved holiday of them all. We've 
missed you these past weeks. Won't you take this occasion 
to visit us soon? Your Charge Account is ready and waiting 
to smooth out your holiday shopping problems. 


ILLUSTRATION No. 3 is used by Shudde Bros. Men’s 
Apparel Stores, Houston, Texas, and has a picture of a 
hound dog alongside the message. 


WE'RE NOT HOUNDIN’ YOU, BUT . 


You’ve stayed away too long! Yes, we're still looking 
for that visit from you. 


You know there’s a perfectly good charge account waiting 
here for you to use. 


Please drop in soon; Your old friends are eager to greet 
you. 


Sincerely yours, 


Al Shudde 
For SHUDDE BROS. 


ILLUSTRATION No. 4 is used by Helen Wolff, owner 
of a fine ladies’ specialty shop in Clayton, Missouri. A 
picture of an attractively dressed young woman is shown 
reading a magazine with the word REWARD printed 
boldly across the cover. 


WANTED! 
Information leading to the return of a favorite cus 


tomer ... YOU. Last seen leaving our store, seemingly 
satisfied. 


Won't you reward us with another visit soon? 
HELEN WOLFF 

8131 Maryland Clayton 
ILLUSTRATION No. 5 is sent by Lansburgh and Bro., 
Washington, D. C. 


account. 


> when a customer resumes use of the 


It is a happy occasion to welcome you back as a charge 
customer. We have sincerely missed you, and hope it will 
be our pleasure to serve you on a charge basis for many 
years to come 

Your current Charge Identification Card is enclosed, and 
you will find that it is a real time-saver. When you make 
your selections, simply show your card to the salesperson 
and say ‘‘Charge it!’’ A new card will be forwarded with 
your statement each month. 

We greatly appreciate your patronage and it will be our 
goal to serve you in such a manner as to always merit your 
friendship and confidence. 

Cordially yours, 
J. P. Stedehouder 
Credit Sales Manager 
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Frum te NATIONS CAPiralé? 


HAROLD L. SCHILZ, Counsel, National Retail Credit Associations Washington) D 


President’s Committee on 
Business and Government Relations 

Many students of business and government relations 
feel that this body, popularly known as the Sawyer Com- 
mittee, affords opportunity to co-ordinate all government 
agencies involved in antitrust and trade practice policies 
and to implement fair enforcement of the laws dealing 
with such subjects, at the same time, opening up channels 
of greater understanding of the goals of effective com- 
petition in which both government and business have a 
common stake. Professor S$. C. Oppenheim of The 
George Washington University Law School, has recently 
written: “Government has as much to gain in learning 
to live with business as business has in learning to live 
with the anti-trust laws. The most important function 
of the Sawyer Committee should be the establishment of 
a pattern of cooperative relationship to industry 3 

He recommends an over-all Council of Business Ad- 
visors to make available the thinking of leading business 
executives in the form of reports to the Sawyer Commit- 
tee on the entire industrial system; then the creation of 
Industry Advisory Committees for the key industries of 
the country whose responsibility would be the presenta- 
tion of the industry view regarding problems of compe- 
tition, such as were used by the War agencies during 
World Wars I and II, in which fair representation is 
given to all parts and groups of an industry; that the 
Sawyer Committee support the effort to develop further 
through the Trade Practice Conferences of the Federal 
Trade Commission a law merchant by common under 
standing and general acceptance of trade practice rules 
promulgated by the Commission, which rule-making 
should be confined to industry-wide cooperative and self 
regulatory efforts to foster fair competition. 

It is thought that if industries should in such Confer 
ences adopt the safeguards prescribed by the Government 
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as to competition, then “in reciprocation, government 
should not prosecute any industry member under the anti- 
trust laws for any conduct engaged in by him in con- 
formity with the trade practice rules of the industry so 
long as they remain in legal force.” Such procedure, 
for example, might forward and enable the establishment 
of sound credit policies on a community-wide basis. 

If, as reported, economists are worried by the high in- 
ventories of automobile dealers and by rising unemploy- 
ment certainly greater government-business cooperation 
would seem in order. A sign of the trend in that direc- 
tion was a very able address recently made by Commis- 
sioner Lowell B. Mason, Acting Chairman, to the New 
York State Bar Association, entitled “Federal Trade 
Commission—With a New Look.” 


Federal Taxes 

Congress does not seem convinced that it should move 
rapidly to reduce and eliminate excise taxes, contrary to 
the views presented by this and many other associations 
and business groups. In the meantime, one of the sound- 
est statements on fiscal policy was made by representatives 
of the United States Chamber of Commerce to the House 
Ways and Means Committee. They said: 

The fundamental issue respecting Federal fiscal policy turns 
upon the soundness of the Administration's theory that economic 
and fiscal strength can be created and assured by excessive and 
wasteful spending, a very high level of general taxation, a 
steadily rising level of payroll taxes, and acceptance of deficit 
financing. These fiscal policies presently advocated by the 
Administration lead not to strength but to weakness 

They made the following recommendations to the 
Committee: (1) keep Government spending within in- 
come without new taxes; (2) study the tax structure 
with special attention to business hindrances; (3) give 
high priority to repeal of excise taxes; (+) keep expenses 
low; and (5) improve Congressional procedures for con- 
trol of spending. 

Social Security 

In the hearings before the Senate Finance Committee 
there has been testimony concerning the problem of social 
security and the wholesale salesman. The Salesmen’s 
National Associations has asked that the Committee 
“clearly define the status of the wholesale commission 
salesman as an employee within the meaning” of social 
security legislation. ‘The House-passed bill, it is under- 
stood, would extend coverage to some 220,000 outside 
wholesale and commission salesmen not now covered. 

Testifying before the Committee, Senator Tobey stated 
that the bill as now written would jeopardize the status 
of independent contractors and cause the elimination of 
thousands of small businessmen because their employees 
would become employees of the larger companies with 
whom they contract for their services. ake 
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CREDIT 


FOR FIVE YEARS, from November, 1944 to No- CONSUMER INSTALMENT SALE CREDIT 
vember, 1949, we included this monthly credit statis- [Estimated amounts outstanding. In millions of dollars] 
tics page in each issue of The CREDIT WORLD. We 
secured these figures from advance releases prepared —- 
exclusively for us by the Division of Research and End of , Stores | Furni- Jowelzy ot. 
Statistics of the Federal Reserve Board, Washington, te | saail- | Stores Stores | Retail 
D.C. It has now been decided to publish them every i wteres 
six months for our members who are interested in . ' 
comparisons with previous years. This is the first | ae " a 
time they have been published on that basis. All of c 
the figures for 1949 are included and in October, we me ‘ ate 
will publish them again and in that month the figures : 
for the first six months of 1950 will be shown. The 
only changes to be made in collection ratios or per- 
centage of department store sales by type to total 
sales, will be to drop the figures for the last six months 
of the preceding year when we show the figures for 
the first six months of the current year. We hope you 
like this new method of presenting these important 
basic figures concerning retail credit in the United 
States. 
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ESTIMATED CONSUMER CREDIT OUTSTANDING BY MAJOR PARTS, IN MILLIONS OF DOLLARS 


Total Total Instalment Credit : —— Single- Ch Servi 
Consumer Instalment Sales Credit Payment Peace Coedie 
: Credit Total Automotive ther Loans peeectsie a 
5,921 3,747 om , 17 1,204 1,764 610 
1,939 816 175 ,123 1,034 1,498 687 


End of Month 
or Year 


763 1411 1,54 


Rg 


38 


geee-se3 
Se2ge25 


$ 


DSP tt ee ee ee ee om de 


iy 
z 


RWNNNRRNRR=— 
= 
& 
a 


t 


CREDIT WORLD 95 


APRIL 1950 








C. B. FLEMINGTON . . Canadian Correspondent 


(® Ghanting Cred in Canada *) 





The Personnel Problem 


PETER NORTH, Hydro Electric Power Commission of Ontario, Toronto, Ontario, Canada 


LL PERSONNEL directors are aware of the need 
for confidence and understanding between employ- 
ers and employees. How these aims may be attained is a 
question that puzzles even the most sincere men. There 
was no personnel problem in the dark ages. W. H. 
Worrilow, in his article, “Foundries, Past and Present” 
which appeared in a recent issue of THE FOUNDRY quotes 
a few passages from “The Apostle” by Sholem Asch. 
Ihe time was about 100 A. D. Corinth was known for her 
bronze foundries. They had the secret of producing various 
alloys in perfect proportions; their slaves also had a special 
skill in imparting to bronze a patina suggesting great age. . 
The workers in Corinth were trained in their special skill from 
earliest childhood, for only those long accustomed to it could 
endure the heat of the furnaces and could work the metal as 
it was poured into its molds 
The melting furnaces were in deep caverns hollowed out 
of rocks. At the farthest end was the furnace itself, and close 
to the furnace was the section set aside as the dwelling place 
of the slaves They never issued into the light of day; their 
food was let down to them at the end of a rope. When one 
of the slaves died, his body was cast into the flames. Not 
human beings but moles they were, leading from childhood a 
subterranean life; moles of a special kind, able to endure the 
constant heat of the caverns To move, labour and produce in 
the midst of the heat of a furnace; to pass from chamber to 
chamber, one hotter than the other, and to draw the fiery air 
into their lungs. A hot vapour forever clung to their bodies 
Face, chest, shoulders and hands were pitted and marked with 
innumerable scars—the result of the ceaseless torrents of 
metallic sparks 
Contrast these shocking conditions with those now 
tound in some present day foundries where rest rooms, 
dispensaries, locker rooms and showers are provided for 
the comfort and convenience of the workers. ‘There has 
been a gradual change in the attitude of the management 
toward their employees. During the first world war 
the physical status of manpower was recognized as of 
first importance. ‘The hygiene of the individual worker 
came into prominence. Maximum effort was essential 
and any improvement of conditions or methods which 
would benefit workers meant increased output. To this 
end, investigations were begun in different countries to 
determine the effect of working conditions on health. 
fatigue and efficiency. Such conditions as heating, light 
ing, noise, ventilation, hours of work, monotony, posture, 
age of worker and many others, were subject to scientific 
inquiry. Conditions slowly improved. Other psychologi 
cal studies were introduced. Medical services, also wel 


fare schemes and safety organizations made their appear- 
ance on the raised horizon. 

Mildred Walker, formerly supervisor of Nursing Serv- 
ices of the Health Centre, Phillips Electrical Works 
Ltd., Brockville, Ontario, stated recently that this com- 
pany’s Health Centre is built on the personnel point of 


view which is evidenced by respect for the integrity and 
personal worth of every individual. This, which is in 
reality the Christian philosophy, is now the accepted basis 
for all personnel activities. It works both ways. Man 
agement must show respect for the integrity and personal 
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worth of each individual worker, and the workers must 
show respect for the integrity and personal worth of every 
member of the staff. 

The following ten points on “Personnel Principles” 
were indicated by Lewis K. Johnston in his article in 
the June 1946 issue of THE PERSONNEL JoURNAL. 

1 To secure loyalty and cooperation from emplovees. 

2 To develop a feeling of pride among workers in 
serving with management in achieving the objectives 
of the enterprise. 
lo create a feeling of “belonging” to the organization. 
To assist workers in developing a sense of worth- 
whileness. 

To provide positive leadership at all levels of the 
organization 

To assist workers in realizing their intrinsic abilities. 
Io provide security for employees 

lo offer employees an opportunity to participate in 
formulation of personnel plans, policies and procedures. 
Io provide equitable wages. 

lo provide training for employees 

These ten points cover the field, however, number nine 
should be first because without an equitable wage, the 
worker will take a dim view of the rest. “There is a 
perennial nobleness and even sacredness in work,” said 
Carlyle, but when the worker’s pay cheque provides only 
a sub-standard living, the worker can have none of these 
finer feelings. There is no frustration to equal the feel- 
ings of a man whose pay does not meet the just needs of 
his wife and family. Such conditions will compel wives 
to take part-time jobs. The children are neglected and 
the home is in danger since the husband loses self-respect 
and is likely to seek an antidote. 

In the same article Mr. Johnston warns against the 
introduction of too broad a program at the start. Pro- 
cedures which would be most acceptable to workers and 
which would be easily assimilated should be chosen. 
The personnel department should proceed slowly, always 
remembering the traditions of the company and the pre- 
rogatives of the “line’’ executives and foremen. A sound 
foundation may be laid by educating top management, 
departmental heads, supervisors and workers to under- 
stand the objectives and values of the program. It is 
best to work through the “line” and not around the 
line.” The principle of staff relationship must be kept 
in mind. Success of personnel programs depends upon 
cooperation of departmental heads, supervisors and other 
“line” officials. Prestige and support may be gained by 
having the head of the personnel department report to 
the higher executives, preferably the president. Results 
will probably come slowly. It takes a long time to de- 
velop cooperation and loyalty because it is a conditioning 
and motivating process. 

In effect, the program should be broad and varied and 
preceded by education of and discussion with every class 
of employee. Paternalism should be avoided. In other 
words, workers should be allowed to voice opinions in 





deciding which activities are to be developed. In fair- 
ness to management it should be stated that most mistakes 
in handling personnel relations are due to omission rather 
than commission. Positive leadership demands the best 
that management is able to give. 

Continuous attention and constant effort is required to 
win loyalty and cooperation from employees. Since per- 
sonnel management must, of necessity, exact a great deal 
of hard work from management, it is unfortunate that 
too few executives are willing to devote the time neces- 
sary to achieve desired results. 

The aim of the personnel department in one of the 
largest Canadian public utilities is to help provide the 
utility at the lowest possible cost. To this end they be- 
lieve that satisfied workers constitute the best means. 
Adequate wages, pension and insurance schemes under 
which management and workers contribute equally, a 
friendly health centre operated by professional staff, a 
parent club that has many diverse social and cultural 
activities, and a personnel representative available when 
needed. These are some of the means by which the 
worker is helped to be effective. Modern personnel direc- 
tors believe that the average person is capable of self- 
direction. “Know thyself” is as valuable a maxim today 
as when it was first stated. 

It takes time and patience to foster friendly relations. 
Such a condition having been established, it must never 
be allowed to lapse. It must be worked at all the time. 
Constant contacts are essential to its maintenance. Bro- 
chures, handbooks, bulletin boards, and circulars are 
used by some of the larger companies to keep the worker 
informed. Ignorance breeds mistrust and suspicion. 

The interview is one of the most important links be- 
tween personnel men and workers at all levels of an 
organization. Good personnel relations depend to a large 
extent on effective interviewing. No interview can be 
more effective than the person who conducts it. 

A capable interviewer should have a sincere liking for 
people as people. He will try to understand and will 
not judge. He will have a working knowledge of psy- 
chology and trained to get behind the sometimes only 
partly voiced thoughts of the person seeking counsel. 
Pleasant first impressions lessen tension and the inter 
viewer who has wisdom and skill will find what the situ- 
ation means to the person. 


Human Relationships Have Been Neglected 

Inventive genius has made giant strides during the last 
two decades, but human relationships have been sadly 
neglected. Now, thanks to deep thinking personnel di 
rectors, the torchlight of understanding is being brought 
to light the way to a fuller life for both workers and 
management. 

Each side has definite obligations. When either side 
fails to understand its moral responsibilities, the resultant 
friction is bound to be serious. For instance, deliberate 
slowing of work is despicable, yet no more so than a 
management that refuses to conciliate. Mutual under 
standing of the relative positions of management and 
labour is essential. When the president of a large busi 
ness firm has in his youth sold newspapers and then 
battled his way through college, that establishment is 
likely to have an effective personnel department. This 
man, through his own efforts, has risen from the ranks 
and he understands the problems of the workers. 


There are too many workers who constantly wonder 
just how much they can get out of their jobs. The en- 
lightened worker however, tries to fit himself into and 
contribute to the enterprise. On the other hand, there 
are a few managements left that still believe in the time 
blurred doctrine of acquisitiveness and upon whose short- 
sighted mentalities Burns’ famous saying, “Man's in- 
humanity to man makes countless thousands mourn,” has 
not yet registered. 

Workers cannot be exploited permanently. Any 
scheme, however clever it may appear, will fail in the 
long run if it is not basically true to human understand- 
ing. The personnel idea is to influence the individual 
worker so that his desires seek the same results as manage- 
ment. There is no feeling comparable to that inner 
satisfaction when one is sure that he is doing the right 
thing. 

A survey of Canadian business firms was conducted 
recently by the Canadian Chamber of Commerce to learn 
what Canadian firms are doing to improve their relations 
with their employees, and what benefits are being made 
available to employees. Important among the findings 
were: 

80 per cent have group insurance plans for their employees, 
mostly contributory. 

50 per cent have pension plans. 

75.5 per cent provide sick benefits 

86.3 per cent have group hospitalization. 

100 per cent of the concerns employing 5,000 or more have 

medical department with trained personnel. 

per cent have pre-employment medical examination. 
per cent operate lunchrooms for employees 

per cent operating lunchrooms supply food at cost 
per cent operating lunchrooms provide food below cost 

The survey showed that Canadian employees are cozni- 
zant of their responsibility to their employees, and are 
frequently introducing new welfare benefits. Survey re- 
sults however, indicate that they are not taking full 
advantage of the opportunity to explain to employees 
what they are doing. Of all companies reporting, only 
27 per cent have a company handbook for distribution to 
employees. More encouraging are other results in this 
field since 39 per cent of all companies reporting, having 
100 employees or more, publish company magazines, and 
50 per cent hold meetings with their employees. Some 
of the larger companies are making serious effort to pro 
vide training for management personnel at the foreman 
and supervisor level. 

Such is the personnel scene at the present time. The 
twentieth century has seen many improvements in labour 
and management relations, however, it must be remem 
bered that the practicing of the Christian philosophy by 
personnel directors is as yet in its infancy. Over hard 
roads, and by devious ways, the worker is at last being 
He has found that in 
unity there is strength, so he bands with his fellows in 


recognized as a human being. 


unions. No right thinking person will cavil with fair 
and reasonable unions, but the individual must watch 
ceaselessly for misguided policies. A union may grow so 
powerful that if not properly managed it may bring seri- 
ous harm to management and labour. 

When unions and management recognize their inter 
dependence, when both see the futility of diverse aims, 
when each recognizes the folly of force, and when both 
adopt a Christian attitude, will we not have progressed 
nearer to the ideal goal ? wee 
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Baltimore. Md 
Birmingham. Ala 
Boston. Mass 

Cedar Rapids. Ia 
Cincinnati. Ohio 
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INSTALMENT ACCOUNTS outstanding at department 
stores were down 2 per cent in January, a somewhat smaller 
decline than that occurring in the corresponding period of 
the two preceding years. At the end cof the month out- 
standing credit of this type was 29 per cent larger than on 
January 31, 1949. Collections on instalment accounts were 
larger than in December but when related to first-of-month 
accounts receivable gave a January collection ratio of 18 
per cent as compared with 20 per cent for the preceding 
month. Instalment indebtedness at department stores was 
being repaid at a considerably faster rate a year earlier. 
Charge accounts receivable declined sharply in January 
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as igs customary and continued near the level of a year 
earlier. Collections showed a marked seasonal rise. In- 
debtedness of this type, however, was being repaid more 
slowly in January than in either the preceding month or the 
corresponding month of 1949. Department store sales on 
both cash and charge-account basis showed more than the 
usual sharp decline from December to January. Instalment 
sales declined seasonally and were about one-fourth larger 
than in January 1949. Charge-account and cash business 
transacted during the month fell below the volume of a 
year earlier by 4 per cent and 11 per cent. respectively.— 
Federal Reserve Board. 
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General Business Conditions 


ALTHOUGH BUSINESS activity has been lagging in some 
sections of the country which were most affected by the strikes, 
the general average has been holding up well and is approach- 
ing the high level of a year ago. In some industries and in 
some sections of the country, it is slightly above last year, but 
still several per cent lower than the postwar peak. On the 
whole, trends are favorable and the current outlook is for 
relative stability of the general average, accompanied by sub- 
stantial variations among different lines. 

The changes in the LaSalle Map since last month have been 
small. The major areas in which the best showing is being 
made, continue to be quite widely scattered throughout the 
country. Activity has increased in the parts of the Pacific 
Northwest, especially near the coast. Governmental expendi- 
tures have been a factor in this region and the effect of them 
has tended to offset the unfavorable weather conditions. 
Activity is also above the national average in the southern part 
of the Pacific Coast region. 

Another large area of very good conditions is in the South- 
west and in parts of the agricultural sections of the Middle 
West. Business volume is especially favorable in Texas and in 
the oil-producing centers. A combination of many factors, 
both industrial and agricultural, account for this good showing. 

In parts of New England and in some other sections of the 
East, business activity has been running more nearly up to the 
level of last year than it was a few months ago. Many of the 
industries in these regions are more directly affected by con- 
sumer buying, which has been holding up well. Most signifi- 
cant has been the relatively good showing in the New York 
area. 

Similar trends prevail in the Southeast where the winter 
tourist trade was but little under last year in many places. 
Conditions have also been quite favorable for agriculture, 
especially in the raising of vegetables for the large northern 
markets. Demand has remained strong. 

The major areas of lagging business are the industrial dis- 
tricts south of the Great Lakes and coal-producing districts. 
The reduction in employment and consumer incomes has been 
reflected in retail trade as well as in other divisions of business 
activity. In some places, business is more than 10 per cent 
lower than it was a year ago. The decline has been kept to 
moderate percentages by the sustained activity in the steel in- 
dustry and in those lines closely related to it. Production of 
automobiles and the awarding of large contracts for construc- 
tion have also been sustaining factors. 

In Canada, both the volume of business and industrial ac- 
tivity have been holding steady and are slightly higher than 
they were a year ago. Business is somewhat better in the 
industrial region north of the Great Lakes than it is in the 
agricultural regions in the western part of the country. Activity 
has been rising along the Pacific Coast about the same rate as 
in the eastern part of the country. In spite of some rather 
wide fluctuations among many individual lines of industry, total 
activity remains very close to the highest peacetime level.— 
Business Bulletin, La Salle Extension University, Chicago. III. 


Consumer Credit 


CONSUMER CREDIT was reduced by 442 million dol- 
lars during January to an estimated 18,335 million outstand- 
ing at the end of the month. The decline reflected a 
seasonal contraction in both charge-account indebtedness 
and instalment sale cred?t other than that arising from auto- 
mobile sales. All other major types of credit were slightly 
higher than on December 31, 1949. Total consumer credit 
on January 31 was 2,587 million dollars larger than a year 
earlier, with gains recorded for all of the principal seg- 
ments. Instalment credit declined fractionally in January, 
amounting to 10,830 million dollars at the month-end, or 


2,406 million more than on the corresponding date of 1949. 
A further moderate increase in automobile sale credit origi- 
nating at dealers was more than offset by a net liquidation 
of outstanding credit on other sales, as is usual in January. 
Consequently, total instalment sale credit rose only 77 mil- 
ion dollars to 6,163 million. Instalment loan balances out- 
standing rose slightly from the comparatively high De- 
cember 31 level. Charge-account indebtedness in January 
declined 403 million dollars, or at about the same rate as in 
the two preceding years. Other types of noninstalment 
credit expanded slightly during the month.—Federal Re- 
serve Board. 


Retail Furniture Report 


RETAIL FURNITURE store sales showed a marked decline 
in January as is usual in that month but were 5 per cent 
greater than in the corresponding period of 1949. From De- 
cember to January all types of transactions showed decreases 
which were of about the same magnitude as in the two pre- 
ceding years. Both cash and charge-account sales continued in 
smaller volume than a year earlier but instalment business 
which accounts for a substantial proportion of the total, 
amounted to 15 per cent more than in January 1949. Out- 
standing indebtedness on instalment accounts which usually 
declines in January was down 4 per cent but at the end of the 
month was 26 per cent larger than on the corresponding date 
of the preceding year. Collections on instalment accounts in 
January were slightly smaller than in December and, when 
expressed as a vercentage of first-of-month accounts receivable, 
gave a collection ratio of 10 per cent, about the same as in 
the preceding month. In January 1949 the collection ratio was 
12 per cent. The retail value of stocks on hand at the end 
of January changed only fractionally from the December 31, 
1949 figure and was 10 per cent below that of a year earlier 
At the prevailing rate of sale end-of-month inventories repre 
sented roughly five months’ supply on January 31 this year as 
compared with five and one-half months’ supply on the cor- 
responding date of 1949.—Federal Reserve Board 


Consumer Instalment Loans 


A FURTHER RISE in consumer instalment loans out- 
standing at the principal types of lending institutions 
brought the month-end estimate to 3,718 million dollars. 
The monthly increase amounted to 11 million, somewhat 
less than occurred in December. Total balances, however, 
continued to show a substantial gain over the year-ago 
level. Loan volume during January was down from a 
month earlier for each type of lender. The over-all total 
showed a decline of about 20 per cent from a month ago, 
but an increase of roughly 18 per cent from January 1949.— 
Federal Reserve Board. 


Retail Instalment Credit at Furniture Household 
Appliance and Jewelry Stores 


INSTALMENT ACCOUNTS receivable at furniture stores 
decreased somewhat in January as is customary at that time 
of the year but at the month-end they were more than one- 
fourth larger than on the corresponding date of 1949. House- 
hold appliance store instalment accounts outstanding also de- 
clined seasonally in January. At the end of the month, how 
ever, they were nearly one-third above those of a year earlier 
Instalment accounts at both types of outlet were collected at 
about the same rate as in December. The January instalment 
collection ratios of 10 per cent for furniture stores and 12 
per cent for household appliance stores indicated a considera- 
bly slower average rate of repayment on outstanding indebt- 
edness than had prevailed at the beginning of 1949.—Federal 
Reserve Board. 
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Spokane, Washington 

The new officers of the Spokane Retail Credit Asso- 
ciation are: President, J. D. Hartup, Standard Oil Co.; 
Vice President, Neil S. Davis, Washington Water Power 
Co. ; Treasurer, Robert Sturdevant, The Crescent ; Secre- 
tary, N. M. MacLeod, The Credit Bureau; and As- 
sistant Secretary, M. T. Warrick, The Credit Bureau. 
Directors: Will H. Hoppe, Exchange Lumber Co.; Leo 
Sherfey, General Paint Corp.; Forrest Hardin, Seattle 
First National Bank; Marie Henry, Charles Dress Shop; 
Ray Willoughby, Buchanan Chevrolet Co.; and Leonard 
Luby, Electric Smith. 


Wichita, Kansas 

The Wichita Retail Credit Association elected the 
following officers and directors for 1950-51: President, 
Mrs. Bernice Sharples, Buck's; First Vice President, W. 
N. Gomon, Howse Co.; Second Vice President, Fred N. 
Dunkin, Hill Electric Co.; and Secretary-Treasurer, 
Royce Sehnert, Wichita Eagle. Directors: A. M. Buzzi, 
Allen W. Hinkel Co.; F. T. Eisenbach, Dockum Drug 
Co.; Melvin E. Clark, Geo. Innes Co.; Dr. G. E. Tilton, 
Dentist ; and Chas. Rogers, Henry’s. 


New York, N. Y. 

The following officers and directors of the Associated 
Retail Credit Men of New York City were elected to 
serve for the ensuing year: President, Philip Gleason, 
Abercrombie & Fitch Co.; Vice President, Albert S. 
Kleckner, The Namm Store; and Secretary, R. M. 
Severa, Credit Bureau of Greater New York. Directors: 
Charles F. Naumann, Frederick Loeser & Co.; Fred W. 
Dornhoefer, Franklin Simon & Co.; Sidney L. Williams 
James McCutcheon & Co.; James M. Malloy, Abraham 
& Straus; Louis Uniti, Industrial Bank of Commerce; 
Arthur J. Kramer, Borden's Farm Products Co. 
Reginald L. Smith, Sunrise Coal Co.; L. C. Bunnell, 
Abramson’s Department Store; George Neff, Saks-Fifth 
Avenue; George Miller, Arnold Constable & Co.; John 
M. Hilgert, Lord & Taylor; Walter E. Baab, Stern 


Brothers; and George S$. Watkins, Martin’s of Brooklyn 


Austin, Texas 

At the annual meeting of the Associated Retail Credit 
Men of Austin, Texas, the following officers and dire 
tors were elected: President, J. B. Moreland, Southern 
Union Gas Co.; Vice President, Kelso Dabney, Reynolds 
Penland; Treasurer, Mrs. Lois Huey, Motor Finance 
and Loans; and Secretary, Horace C. Barnhart, Retail 
Merchants Association. Directors: R. L. Whittaker 
Carl Mayer Jewelry Co.; Mrs. Jasper Jernigan, E. M 
Scarbrough & Sons.; Mrs. Estelle McMurtrie, Renfro 
Drug Co.; Carl E. Bock, Calcasieu Lumber Co.; Mary 
V. Heartfield, Marie Antoinette; and Don Fisher, Fire 
stone Tire Co. 
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District Twelve at Washington, D. C. 

At the annual meeting of District 12 held at Hotel 
Statler, Washington, D. C., the following officers and 
directors were elected for 1950-1951: President, H. E. 
Clarke, Boggs & Buhl, Pittsburgh, Pa.; Vice President, 
J. P. Stedehouder, Lansburgh & Brother, Washington, 
D. C.; and Secretary Treasurer, Jos. A. White, Harris 
Stores Co., Pittsburgh, Pa. Directors: Louise Walker, 
L. Herman, Danville, Va.; N. A. Olson, Kennard-Pyle 
Department Store, Wilmington, Del.; K. Miller, Lundy 
Lumber Co., Williamsport, Pa.; Bernard Huffman, 
Mayer’s Department Store, Baltimore, Md.; B. C. 
Gilbert, L. S. Good Co.; and Marcella Adamitz, The 
Credit Bureau, McKeesport, Pa. The National Direc- 
tor is S. E. Collegeman, S. Kann Sons Co., Washington, 
D. C., and the Alternate National Director, J. P. 
Stedehouder. 

Washington, D. C. 

The Associated Retail Credit Men of Washington, 
Washington, D. C., elected the following officers for 
the coming year: President, S. E. Collegeman, S. Kann 
Sons Co.; Vice President, E. M. Arthur, Woodward & 
Lothrop; and Secretary Treasurer, John K. Althaus, 
The Credit Bureau. Directors: J. P. Stedehouder, 
Lansburgh & Brother; Harry H. Aiken, Grosner’s; Leo 
Baum, The Goldenberg Co.; Benjamin Blanken, Chas. 
Schwartz & Son; Abe Coonin, Wm. Hahn & Co.; 
Edward A. Henkel, Raleigh Haberdasher; Elsie M. Lee, 
Frank R. Jelleff; Roscoe W. Reichard, The Hecht Co.; 


and Ben Stein, Benson’s Jewelry Co. 


Edmonton, Alberta, Canada 

The Credit Granters’ Association of Edmonton, Al- 
berta, Canada, elected the following officers and directors 
for 1950-1951: President, C. McDonell, Dittrich Men's 
Shop; Vice President, T. Collins, Campbell’s Furniture 
Ltd.; and Secretary Treasurer, C. H. Williams, Credit 
Bureau of Edmonton. Directors: J. A. Alexander, 
Prudham Building Supplies Ltd.; P. M. Ramsey, J. A. 
Werner Hardware Co.: Miss C. Hague, State Vacuum 
Stores Ltd.; A. Hanks, T. Eaton Co.; C. Kennedy 
Couves Radio Co.; A. Brickman, Sterling Finance Corp. ; 
and D. Brown, Imperial Oil Ltd. 


Corpus Christi, Texas 

The Corpus Christi Credit Executives Association 
Corpus Christi, Texas, elected the following officers and 
directors for 1950: President, David Mayerson, Nueces 
Furniture Co.; Vice President, James Wesson, Caller 
Times; Treasurer, R. T. Massey, Shaw’s Jewelry; and 
Secretary, Mrs. Minnie F. Johnston, Memorial Hospital. 
Directors: Edith Williams, Maverick-Clarke; Lena 
Harris, Alamo Iron Works; Jake Engle, Field’s; and 


E. P. Thomas, Credit Bureau of Corpus Christi. 
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“No Down Payment” 
And “Meter-Ice Plan’’ Survey 

At the request of one of our members who wished to 
know how the “No Down Payment” and “Meter-Ice 
Plans” were working out, we canvassed a number of 
stores using such plans and here are some of the replies. 
Large Midwest Department Store 

“We have not been keeping detailed statistics on our 
deferred payment plan. We are selling and advertising 
‘no down payment’ and allowing up to 24 months on 
almost all hard merchandise, except radios and _ tele- 
vision sets. An analysis of our operation this past 6 
months indicates that while our rejections have increased 
they are less than 5.00 per cent of the number approved. 
Our collection percentage for the fall season was 17.85 
per cent. 

“The most interesting part of our analysis however, 
is the fact that our deferred payment business showed an 
increase for the last 6 months of the year, while in the 
first 6 months, Regulation W was in force, we were in 
the red almost every month. We attribute this increase 
in deferred payment business to ‘no down payment’ plus 
the publicity we have been giving to our credit plans in 
all our appliance and furniture ads.” 

Department Store—Pacific Northwest 

“There was a wave in the Pacific Northwest of selling 
major appliances with no down payment, and on the 
Meter-Ice Plan, beginning last August and we fell in 
line. The first idea was just to sell on the 25 cents a 
day Meter Plan but there was such a shortage of meters 
that most of our volume was done with no down pay- 
ment and meters were subsequently attached. Sales were 
divided equally between no down payment and _ the 
Meter-Ice Plan. The 25 cents a day meter plan was to 
apply on refrigerators under $200.00. To take care of 
our customers we found ourselves selling even higher- 
priced refrigerators with no down payment, a few on 
weekly payments, but the majority were on a monthly 
payment plan. 

‘A rider was attached to our contract on higher priced 
retrigerators to make up the difference of 25 cents a day, 
and $10.00 to $12.00 a month that would be required for 
a contract to pay out in 24+ to 30 months. Since we 
invited both plans we were very liberal in accepting 
contracts, whether with no down payment or on the 
meter plan. Hence our rejections were small. Our in 


stallment sales volume increased over the corresponding 
months of the previous year by 25.00 to 40.00 per cent. 


Repossessions were very few. Collections were good on 
the meter-ice plan and surprised us. We do not employ 
an outside collector but offer a personal call service with 
a flat charge of 50 cents. Over 3 calls without customer 


contact requires an additional charge. 


of Practica 


PxPerienc e 


“Our carrying-charge is based on one-half of one per 
cent a month on the unpaid balance at the date of the 
contract and of course can be considered to cover the 
cost of collection as well as the cost of carrying the 
contract. 

“As to the other lines of merchandise, we will sell 
furniture as low as 10.00 per cent down and up to 24 
months with a minimum monthly payment of $5.00. On 
rugs and carpets we try for higher down payments and 
12 to 18 months. Lines such as draperies, expensive 
jewelry, cameras and fur coats are sold on monthly pay 
ments up to 12 months with 10.00 per cent down. Our 
revolving credit plan (Budga-Plan) permits 6 monthly 


payments and of course, no down payment. 


West Coast Department Store 

“Our experience with the sale of appliances and other 
home furnishings merchandise on no down payment has 
been satisfactory. We do not use the meter-ice plan. 
A recent check showed the following: 

75.00 per cent of the furniture purchases were made 
with a down payment. 

48.00 per cent of the appliance purchases were made 
with a down payment. 

52.00 per cent of the radio and television set purchases 
were made with a down payment. 

74.00 per cent of the springs, mattresses and rug pur- 
chases were made with a down payment. 

“Our policy is to sell anything on our Home furnish 
ings floor, or any contingent home furnishing accessory, 
with no down payment, and as long as two years to pay, 
with a minimum monthly payment of $5.00. This rule 
applies to those with good credit. Depending on the 
credit background we ask for down payments ranging 
from 10.00 per cent to 33.33 per cent. There has been 
an increase in the percentage of rejections, but well with- 
in the rule for this type of lenient credit extension 

“Our average down payment in 1949 was 21.01 per 
cent compared with 30.34 per cent for the previous yeat 
Collection percentage in 1949 was 25.57 per cent com 


pared with 27.04 per cent for 1948.” 


West Coast Department Store 

“Our survey shows that 51.00 per cent of our install- 
ment sales are made with a down payment. ‘The average 
down payment is $28.00. We estimate a slightly lower 
collection percentage due to no down payments and 
longer terms of about 2.00 per cent. Our rejects have 
shown only a nominal increase. 

“Our terms are as follows: Hard merchandise, 24 
months, soft merchandise, 12 months, with some ex 
ceptions to good customers. Cameras, typewriters 
watches, jewelry, etc., 12 months, with exceptions for 
promotional events. “Toys, usually 6 months with some 
exceptions.” wee 
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OU CANNOT AFFORD to miss the 36th Annual International Consumer 

Credit Conference of this Association to be held in Cincinnati, Ohio, June 12, 
13, 14 and 15. 

There will be meetings of committees and Boards of Directors of the various 
Associations on Monday and unless you are engaged as such you will have an 
opportunity to visit stores in your line of business, visit the educational exhibits 
in the afternoon or exchange ideas with other credit executives. 

The morning sessions on Tuesday, Wednesday and Thursday will prove inter- 
esting and enlightening. In addition to outstanding speakers there will be panel 
discussions covering all phases of retail credit, collections, sales promotions, etc. 

Credit department operating costs and the importance of controlling such 
expenses will be given consideration. 

On Wednesday evening there will be a Cycle Billing Forum for a discussion 
of successful procedures and efficiencies that have resulted in a decrease in operat- 
ing expenses. 


The following lines of business will be represented at group meetings on 
Tuesday, Wednesday and Thursday afternoons: 


Banking and Finance—O. W. Frieberg, Chairman, American Trust Co., San 
Francisco, California. 

Dairy and Baking—Carl F. Peck, Chairman, O. A. Dean Dairy Co., Cleveland 
Heights, Ohio 

Department, Apparel and Shoe Stores—F. Wm. Johnson, Chairman, Neiman- 
Marcus, Dallas, Texas. 

Furniture, Musical Instruments and Appliances—Eldon L. Taylor, Chairman, 
Glen Bros. Music Co., Salt Lake City, Utah. 

Hospital and Professional—A. T. Sutherland, Chairman, Madison General 
Hospital, Madison, Wisconsin. 

Hotels—A. J. Sterman, Chairman, Thomas Emery’s Sons, Cincinnati, Ohio. 

Jewelry—Alex S. Kerby, Chairman, Hardy & Hayes Co., Pittsburgh, 
Pennsylvania. 

Miscellaneous (All groups other than those listed )—Chairman to be appointed. 


Newspapers and Publishers—F. J. Mulling, Chairman, Savannah Morning 
News, Savannah, Georgia. 


Petroleum—Chairman to be appointed. 

Public Utilities—Harry S. Hahn, Chairman, The Ohio Fuel Oil Co., Co- 
lumbus, Ohio. 

The discussions will cover present-day problems and many subjects of special 
interest to the credit granter. 

Attendance at all meetings and participation in the discussions will pay real 
dividends. Benefits cannot be measured in dollars and cents. 


Arrange now to be with us at what should prove a most profitable 
credit conference. 


(eis 


General Manager-Treasurer 
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American Enterprise 


1900-1950 


“The Miracle of America Thrives on 
Progress” is the current public relations 
campaign theme for the Retailers of 


America. 


A salute to the 50 years of growth 
from 1900 to 1950, the campaign 
dramatizes American advancement in 
science, transportation, industry, medi- 
cine—in every aspect of our modern 


existence. 


Your credit bureau and its more than 
1500 affiliated bureaus are proud to 
support the Retailers’ campaign. Credit 
reporting service began during this 
50-year period, and today is a grown- 


up partner of retail business. 


We consider it a privilege to be asso- 
ciated with America’s retailers, and 
we salute their contribution to “The 


Miracle of America.” 


Reports anywhere through affiliated members of 


ayaa AGUSHIAMUdeihhuae iaiies’ 
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